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Rough Proofs 


“No type used in this ad,” an- 
nounces Fototype. 

Maybe this is a new Declaration 
of Independence for the slaves of 
the typographical union. 


Vv 


“Chet Bowles Loses Guberna- 
torial Bid in Connecticut,” head- 
lines ADVERTISING AGE. 

Just goes to show the difference 
between publicity and advertising. 


* = = 
P&G will start its twenty-third 
radio program next month with 
Hedda Hopper on CBS. 
What Cincinnati paragon of en- 
durance listens to all those shows? 


. ¥ ¥ 


An advertising buyer, insists 
Walter Barber, “cannot apply gen- 
eral conclusions to specific prob- 
lems.” 

Fortunately for salesmen, that’s 
a general conclusion too. 


i 


“She’s 40, yet looks 19,” says 
Rose-Derry of one of the users of 
its “posturized” mattresses. If 
they mean it, nothing will stop 
the gals from hitting the hay early 
and often. 

+ © 


Gladys the beautiful reception- 
ist says she sees an agency re- 
ceptionist, B&B’s Aline Newland, 
was chosen Miss Subways, and she 
thinks it was about time. 


, y + 


“I took up bulb snatching,” says 
Groucho Marx, “because I heard 
it was light work.” 

Come now, Groucho, surely you 
can do better than that. 


* ¥ F 


“The NBC Parade of Stars,’ says 
the ad, “is made possible by ad- 
vertisers, talent, stations and the 
network. In union there is 
strength.” 

With Petrillo listening in, why 
bring that up? 


vev¥+py 
“Stock market dip may slow 
luxury buying,’ surmises_ the 


world’s greatest advertising jour- 
nal. 

That may have been a dip, but 
it sounded like a plunge from the 
high board. 

> ¥ 

After viewing the results of 
Indiana’s first football game, Bo 
McMillen has probably arranged 
to get a copy of Quaker Oats’ new 
premium, “Touchdown Plays.” 


, F 
The Simmons Company has 


started a national advertising cam- 
paign in behalf of its electronic | 
blanket. | 

This is probably something like | 
an electric blanket. 


| 
| 
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Mason City, Ia., has adopted an 
ordinance limiting the length of 
advertising films, but it does not 
effect the length of previews. Why 
not? 

~~ = 

The Paper Stationery and Tab- 
let Manufacturers Association is 
promoting National Letter Writ- 
ing Week Oct. 13-19. They ought 
to write the first one to Jim Man- 
gan. 


Copy Cus. 


GRUEN™ 'MYSTERY' 

out any apparent means of motion, this 

Gruen Watch Co. display foims a virt- 

ual whirligig for watches. Invented by 

the Animated Co., Cincinnati, girs dis- 
play uses no gears or wheels. 


DISPLAY—With- 


Want USSR Sales? 
Inreklama Has 32 
Journals Ready 


Russian Unit Also 

Offers Catalog, U.S. 

Engineering Paper 
By JOHN CRICHTON 


NEw YorK—No matter how for- 
eign relations with Russia seem 
to be deteriorating, more adver- 
tisers—spurred by the Bureau of 
Foreign Commerce, Department 
of Commerce—are beginning to 


find their way to Inreklama Serv- | 


ice, 185 Madison Ave., to place 
copy in Russian technical pub- 
lications. 

Inreklama is a Russian contrac- 
tion of two words meaning “for- 
eign advertising,’ and for the past 
10 years, since it took over the 
function from its parent organiza- 


tion, Amtorg Trading Corporation, | 


it has been steering American ad- 
vertisers who want to sell the 
Soviet. 

Currently, Inreklama represents 
32 technical publications covering 
the following fields: Machine tool 
use, machine tool building, weld- 
ing, lighting, textiles, steel, mining, 
electricity, power stations, oil, 


coal, forestry, building, communi- | 


cations, glass and ceramics, trac- 
tors, medicine, air maintenance, 
rail transport and pulp and paper. 


Circulations to 15,000 


The publications have individual 
circulations of from 3,500 to 15,000, 
but only rudimentary circulation 

(Continued on Page 57) 


They're Ducky... 


~ See Falknor’s gifts, in 
‘Getting Personal,’ Page 
22. Other features: 


Ad-libbing . 12 
Admen Coming Back 36 
Editorials . 
Farm Paper Linage 56 
Feature Page 29 
Information for Advertisers 12 
In Washington — 
Obituaries . . 62 
Photographic Review . 6l 
Private Lines ss 
Rough Proofs _. 1 
Voice of the Advertiser . 52 


Assail Networks 
for Slowness in 


Developing FM 


Two FCC Members 


Criticize Sale of 


WXYZ to ABC 


WaASHINGTON—Networks are 
holding up development of FM 
in order to protect their key stand- 
ard stations, two FCC commis- 
sioners charged Sept. 25 in citing 
American Broadcasting Company 


development of new services. 

In a post-mortem on the $2,- 
800,000 sale of WXYZ, Detroit, to 
ABC, Commissioners Clifford J. 
Durr and Paul Walker contended 
ABC would never have paid that 
price unless it was sure its in- 
vestment would be _ protected 
from competition. 

The minority commissioners ob- 
served that ABC could build a 
“superior” FM station in Detroit 
for $33,460 but that it was un- 
| willing to go ahead for fear of 


offending its present standard 
outlet there. 
| The minority commissioners 


|cited other policies—unwillingness 
|to increase payments to affiliates 
| carrying programs on both AM 
and FM, and the proposal to du- 
plicate all AM programs on FM 


|—as stumbling blocks for the new 


| medium. 
Won’t Encourage FM 


As a result, the minority com- 
missioners said, “the new net- 
work AM affiliate will not be en- 
couraged to establish an FM sta- 
tion because—so far as network 
operations are concerned—he will 
receive no additional compensa- 
tion whatsoever for his FM oper- 
ations in the earlier stages, and 
will later receive only a slight 


(Continued on Page 62) 


policies which allegedly disclosed** 


WHO WILL THE CHAMPIONS BE? 


INTERNATIONAL Jrucks 


TzATURES ROADEO — International 
‘Marvester Co., Chicago, finds a natural 
Sie-up between the 1946 national truck 
roadeo in its home city Oct. 8 and an 
impressive sales record of International 
trucks. The roadeo features driver 
training in safety, efficiency’ and cour- 
tesy. 


i 


Purdy to ‘Parade, 
Leaving Collier's 
Victory’ in Limbo 


New York —Arthur H. “Red” 
Motley, publisher of Marshall 
Field’s newspaper supplement Pa- 
rade, got himself an editor out of 
the Moses Annenberg school of 
hard driving pictorial journalism 
to “hypo” Parade’s editorial con- 
tent, and the Crowell-Collier Pub- 
lishing Company is left minus the 


originator and spark-plug of its | 


projected international magazine 
reportedly patterned after OWI’s 
Victory (AA, Jan. 28, May 13). 
The new editor, Ken Purdy, 
resigned from Crowell-Collier on 
Thursday after publication of the 
new magazine reportedly had been 
postponed from a tentative start- 
ing date in January, 1947, until 
late that fall or possibly 1948. 
(Continued on Page 63) 


Ad Council Asked 
fo Aid Fight vs. 
Wage-Price Spiral 


Drew Dudley Urges 
Early Action on 
‘Broad Program’ 


WASHINGTON—The recent White 
House sessions between key ad- 
vertising executives and cabinet 
level government officials have re- 
sulted in an official request for the 
Advertising Council to draft a 
vigorous campaign to assist in 
checking the accelerating wage- 
price spiral. 


Last Minute News Flashes 
BMB Sends Out Station Audience Reports 


New YorkK—Broadcast Measurement Bureau’s long awaited station 


audience reports began moving out to subscriber stations last week, 
with 300 being mailed Thursday and more to follow daily until all | 
706 member stations have received their reports. So that every sub- 
scriber will have received his report before public disclosure of BMB 
audience information, the bureau’s advertising industries relations 


| 
| committee Wednesday set an Oct. 7 release date on this BMB data. | 
| Member stations were so advised in a letter from Hugh Feltis, BMB 


president. 


Licensed Beverage Industries Starts Trade Series 
New YorK—Licensed Beverage Industries, Inc., has launched a 
campaign in 30 trade papers, through Walter M. Swertfager Com- 


| and suggestions for members of LBI state committees. Action on a 
| proposed $2,000,000 consumer campaign has been postponed by the 
executive and advisory committees. LBI denied a report, published 
in New York last week, that General Mark Clark would become its 
executive director. 


Air Transport Group Launches Airmail Ads 

WASHINGTON—Air Transport Association of America this week 
started its campaign to acquaint the public with 5-cent air mail. 
Small-space insertions were sent to 660 dailies in the country, with a 
two-column advertisement to run first, followed by weekly single 
column insertions to run throughout October. Erwin, Wasey & Co. 
is the agency. 


Carnahan Named ‘Junior Bazaar’ Ad Manager 
Cuicaco—Robert W. Carnahan, representative of Harper’s Bazaar 
and Junior Bazaar here with the Waldo Hawxhurst organization, has 
been appointed advertising manager of Junior Bazaar in New York. 
(Additional News Flashes on Page 63) 


| pany, for opinions on “Most Important Public Relations Problems” | 


At this point there is little de- 
cided other than the fact that both 
|the government and the council 
are convinced that it may be pos- 
sible to work out a program rally- 
ing all elements of the population 
behind sustained production. 

Development of a specific copy 
policy, and of techniques that can 
be used in such a campaign, await 
consideration of whatever task 
force the council may assign to 
the job. 


Young Explains Need 


The government request, how- 
ever, was made after Council 
Chairman James W. Young spe- 
cifically declared at a luncheon 
here Sept. 18 that he felt there 
was a tremendous need for a cam- 
paign on the present economic 
| dilemma. 

Mr. Young spoke after council 
members, and some of the nation’s 
top media and advertising execu- 
tives, had spent two days listening 
to the facts of the economic situa- 
tion from such men as Recon- 
version Chief John R. Steelman, 
OPA Chief Paul Porter, Treasury 
Secretary John Snyder, CPA Chief 
John Small, and Wage Stabiliza- 
\tion Board Chairman Willard 
Wirtz. During these talks the 
visitors were given an insight into 
the continuing wage, price spiral- 
ing that is believed here to be 
/contributing to uneasiness among 


Hudson Begins 


‘Newspaper Ads 


in Dealer Cities 


Detroir—Hudson Motor Car 
Company last week opened one 


| of the strongest local point-of-sale 


} 
| 


newspaper advertising campaigns 
in automotive history. Coopera- 
tive ads will run ultimately in 
jmore than 2,700 daily and weekly 
papers with a total circulation of 
|more than 40,000,000, according to 
'M. M. Roberts, advertising and 
|merchandising manager. 

Special map releases in 60 met- 
|ropolitan centers are designed to 
focus attention on MHudson’s 
| strengthened distributor and dealer 
|organization. The company now 
has more than 3,000 dealers. For 
|dealers not covered by the metro- 
/politan city series, Hudson has 
|offered three ads tailored to fit 
| local conditions, featuring Hudson 


service to “keep you in the 
driver’s seat.” 
Brooke, Smith, French & Dor- 


rance is the agency. 
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business men as well as consum- 
ers, as exemplified by stock mar- 
ket antics. 

Early last week, Drew Dudley, 
director of media programming 
for Mr. Steelman, wired Mr. 
Young that the government wished 
to accept his suggestion that the 
council work out a campaign to 
assist in the fight against higher 


prices. 
Mr. Dudley’s proposal, which 
has been circulated among the 


leaders of the council’s sponsoring 
groups, said that government 
people feel terrific economic pres- 
sures existing today make “early 
action desirable.” 


Suggests ‘Broad Program’ 


Mr. Dudley asked for “a broad 
program” which would “secure the 
understanding and cooperation of 
all segments of our national life.” 
Such a program was to help pre- 
vent a rise in prices which “would 
cause unrest, and by reduced pur- 
chasing power, destroy our current 
prosperity.” 

How the council will approach 


the problem remained up in the 
air, except that government people 
are putting a great deal of faith 


would be fatal to the speculators 
themselves. 
In all, the problem involves so 


in the ability of various parties|many facets, and so many areas 


involved to work out a_ useful, 
but forceful campaign. 


}are understandably quiet, 
The government people agree|than their 


for discussion, that those involved 
other 
insistence that they 


that there must be an entirely | want to see what the council can 


fresh approach, in no way remi- 
niscent of the anti-inflation ma- 
terial used throughout the war, 
and abandoned during the Con- 
gressional fight over OPA last 
June. 


Full Production Urged 


Some who have been seeking an 
approach to the problem suggest 
that it should be in the way of an 
effort to rally all elements behind 
unselfish devotion to “getting out 
the goods” in the interest of stop- 
ping price increases. 

Such a campaign, if endorsed 
by dissenting economic’ groups 
such as labor, management and 
consumers, might demonstrate that 
“low productivity’ means high 
prices, and that inventory hoard- 
ing means boom, then bust, which 


|/do with the problem. 
COUNCIL OUTLINES 


WORLD TRADE DRIVE 
New YorK—The Advertising 


|Council outlined its campaign to 


inform America of the importance 
of world trade at a meeting here 
attended by 20-odd associations 
and agencies. . 

The campaign will be spear- 
headed by World Trade Founda- 
tion of America, with the coopera- 
tion of Twentieth Century Fund, 
Carnegie Endowment for World 
Peace, Program Information Ex- 
change, National Planning Asso- 
ciation, OWNR, and the State and 
Commerce Departments. 

C. D. Jackson, general manager 
of Time International, is coordi- 
nator of the campaign, and Comp- 


“But | WANTED the lowa Territory!’’* 


No wonder he wants the tremendous spending 


power of Urban Iowa! And it’s easy to get... 
with the Des Moines Sunday Register! Here’s 
a unique newspaper with 70% coverage of a 
state-wide urban market... one of the nation’s 
top 20. Put Metropolitan Iowa on your list— 


at a milline rate of only $1.55—with the 


Des Moines Sunday Register! 


*lowa’s cash farm income is highest of any state. | 


THE DES MOINES 
REGISTER anv TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detrott-Philadelphia 
And George D. Close, Inc., San Francisco—Los Angeles—Seattle 


Advertising Age, September 30, 1946 


ton Advertising is the volunteer 
agency. The objectives are: (1) 
Make realization of world trade 
personal; (2) stress importance of 
increased world trade to average 
man; (3) emphasize that world 
trade is a two way affair; (4) 
give public facts on trade; (5) en- 
courage world thinking and travel 
as means toward peace and pros- 
perity. In supporting these ob- 
jectives, Mr. Jackson noted that 
“the time to start building world 
trade is now—and the first step 
is to create a vigilant informed 
public opinion on the subject.” 
T. S. Repplier, president of the 
council, told the meeting that 
American business is devoting 
space and time to the council at 
the rate of $100,000,000 a year. 
Typical copy will utilize such 
themes as “One dollar out of 
every ten you earn comes from 
world trade,” “The United Na- 
tions meet every time I mix a pre- 
scription,” and “How your dollar 
makes a home run on a single.” 


Chevrolet May 
Air Video Show 


NEw YorK—Renewed interest 
in television and the possibility 
that Chevrolet is considering sign- 
ing a year’s contract for this 
medium was said to be reason for 
conferences Sept. 25 between 
Charles J. French, Chevrolet ad- 
vertising manager, and DuMont 
here. 

The motor firm sponsored four 
consecutive weekly shows some 
time ago. If agreement is reached, 
a new series would probably be 
aired for a considerable period, 
starting around the first of the 
year. 


Wonder Orange Names 
Henri, Hurst & McDonald 


The Wonder Orange Company, 
Chicago, maker of fruit drink 
concentrates, has named Henri, 
Hurst & McDonald, Chicago, to 
handle its advertising. The com- 
pany supplies bottlers while its 
affiliate, EZE Orange Company, 
supplies dairies. 


Robert Zeh Named V.P. 


Robert E. Zeh, one-time group 
head at J. Walter Thompson Com- 
pany, has been elected vice-presi- 
dent of Henri, Hurst & McDonald, 
Chicago agency. He assumes his 
new duties Oct. 1. 


Hubbard Acquires 
All KSTP Stock; 
Crosley Deal Off 


MINNEAPOLIS—Under terms of a 
deal completed Sept. 24, Stanley 
E. Hubbard, president and gen- 
eral manager of KSTP, Minne- 
apolis-St. Paul, becomes sole 
owner of the 50,000 watt NBC 
affiliate. 

Value of the station was set at 
$1,100,000 in transaction in which 
Mr. Hubbard acquires 75% of 
station stock formerly owned by 
estates of Frank M. Brown and 
the late Lytton Shields, founder 
of National Battery Company. 
Until this time, Mr. Hubbard has 
owned 25% of the stock. 

Transfer of ownership is sub- 
ject to FCC approval. 

The transaction ends the pos- 
sibility of KSTP’s purchase by 
Crosley Broadcasting Corporation, 
Cincinnati, negotiations for which 
were reported in progress. 


O’Mara & Ormsbee Holds 
Ad Managers’ Meeting 


Executives of O’Mara & Orms- 
bee and national advertising man- 
agers of the newspapers repre- 
sented by the organization staged 
a two-day meeting in Chicago 
Sept. 23-24 to discuss mutual 
problems and to develop more 
closely correlated sales, research 
and promotion activities. 

In a brass-tacks session which 
proved so interesting that it will 
probably become an annual event, 
the representative and its news- 
papers discussed a wide variety 
of advertising, sales and publish- 
ing questions, Attending the ses- 
sions were: 

L. H. Brownholtz, president, J. 
Rufus Doig, sales manager, and 
Preston C. Roberts, Kenneth Den- 
nett, John W. Eggers and Dwight 
I. Skinner of O’Mara & Ormsbee; 
Harvey R. Young and Lewis B. 
Hill, Columbus Dispatch; Arthur 
F. Hall, Milwaukee Journal; An- 
drew J. Flanagan, Newark Eve- 
ning News; Don G. Hays and 
Joseph R. Beemiller, Wichita 
Eagle; Harry D. Keller, Omaha 
World-Herald, and Arnold O. 
Windell, Seattle Times. 


Ammco Tools to R&R 


Ammco Tools, Inc., North Chi- 
cago, formerly known as the Auto- 
motive Maintenance Machinery 
Company, has appointed Ruth- 
rauff & Ryan, Chicago, to handle 
its advertising. 


More Advertisers Use 
More Space in... 


than in any 
other Outdoor 
Magazine 


me 
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Udwertisens GET complete state coverage 
at minimum cost with ARIZONA 


*The common denominator rate used here for all news- 
papers, based on the national advertising rate of each 
as shown by Standard Rate and Data Service, is the 
price of advertising per line, per million readers. 


Here Are Common-Denominator Rates 
of All Arizona Daily Newspapers 


qu = $2.67 
PHOENIX REPUBLIC AND GAZETTE 


a 

TUCSON STAR AND CITIZEN 
PRE es 
PRESCOTT COURIER AND JOURNAL 


eee 
YUMA SUN AND SENTINEL 


DOUGLAS DISPATCH 


NOGALES HERALD 


BISBEE REVIEW 


Arizona’s rich consumer market can be reached most efficient- 
ly and economically through the state’s seven daily newspapers. 
Over 600,000 Arizonians read and buy from their daily news- 
papers. No other advertising media can fully cover this respons- 


ive, ready-to-buy audience. 


Even the most expensive newspaper advertising in Arizona is 
low in cost—only $17.53 per line based on the common-denomi- 
nator* rate. The REPUBLIC and GAZETTE’S rate at $2.67 per 


line, costs only one-sixth of that amount. 


$11.25 With the lowest line rate, the REPUBLIC and GA- 


ZETTE leads all Arizona newspapers in circu- 


$16.11 


lation, service, and advertising volume. 


$17.53 


BOB HALL, National Advertising Manager 
Represented by Williams, Lawrence G Cresmer Co. 
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Cost of 1940 Ad 
Schedule Now Up 
42%, Says Agency 


New YorK—“A typical adver- 
tising program in 1947 will cost 
at least 42% more to execute—for 
the same actual space, art and 
mechanical—than in 1940,” says 
the G. M. Basford Company, in- 
dustrial agency, in an analysis of 


“The 1947 Advertising Dollar.” 

Moreover, says Basford, com- 
petition for attention has grown 
so sharply since 1940 that to main- 
tain the same _ relative place 
among today’s advertisers (in 
business papers, specifically) will 
cost at least $2.84 for each $1 of 
1940 expenditures. 

The sweetening in this dour 
picture, says Basford, is that there 
are a lot more dollars in potential 
sales floating around now than 


there were in 1940. 

The analysis was developed pri- 
marily for use of Basford’s client 
advertising managers, but has 
created so much general interest 
that Associated Business Papers 
is distributing 2,000 copies among 
representatives of its member pub- 
lications. 


ABC Adds 220th 


American Broadcasting Com- 
-pany’s string of affiliates has 
‘reached 220, with the addition of 
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Station KVOC, 250-watt Casper, 
Wyo., station owned by the Na- 
troma Country Tribune. The 219th 
station to sign with ABC, KOBO, 
new 250-watter under construction 
in Tucson, Ariz., will actively 
affiliate Dec. 1. 


Names Hartford Agency 


Howe Company, Stony Creek, 
Conn., manufacturer of paint 
brush cleaner, has named Wilson, 
Haight & Welch, Hartford, to 
handle its advertising, 


Yea @ got to make 


calls 
you watt Co ger” 


‘i 


Farm JourNAL’s address list, too, is a gold mine of prospects—22 million of 
‘em. This abounding subscriber-list has 400,000 more names than that of any 


other rural magazine. Has them where they count most...in the top half 


. . . J 
counties where the nation’s farm income is greatest. 81% of all FARM JOURNAL'S 


subscribers live in these moneyed counties ... constitute the calling list that’s 


needed for the best results. 


OF THESE GREAT MAGAZINES 
ONLY ONE SELLS THE RURAL MARKET 


Over 30 million people in the U.S. A. live on farms. So if you 


want to get national results, you've got to call on the farmers. 


WORLD'S LARGEST RURAL MAGAZINE 
GRAHAM PATTERSON, Publisher - 


PHILADELPHIA 5 


New Distiller 
Wins Court Bout 
with ‘Big Four’ 


WASHINGTON — Efforts of the 
“Big Four” distillers to increase 
their grain ration at the expense 
of Publicker Industries, Phila- 
delphia, were blocked last week 
when the federal district court 
here issued a preliminary injunc- 
tion against a Department of Agri- 
culture allocation plan heavily 
favorable to the prewar “leaders.” 

In issuing the injunction, which 
in effect prevents Schenley, Hiram 
Walker, Seagram and National 
Distillers from using 500,000 bush- 
els of grain which Secretary Clin- 
ton Anderson steered their way, 
Justice Harry S. Schweinhaut 
questioned legality of any plan 
which discriminates against new 
firms. 

While the department may seek 
a stay of the injunction pending 
argument in the court of appeals, 
the ruling is expected to have far- 
reaching consequences wherever 
government restrictions work 
against development of new firms 
during the reconversion period. 
Until September, Publicker had 
benefitted heavily from a “capac- 
ity” basis allocation of grain. Its 
plant being vastly expanded under 
the government’s wartime alcohol 
program, it was able to claim 20% 
of the monthly grain allocation 
for beverage purposes, while the 
“Big Four” had only 33.5% among 
them (AA, Sept. 2). 


Ups Grain Allocation 

Anderson had sought to quiet 
complaints of the “Big Four” by 
increasing the allocation for bev- 
erage purposes in September by 
500,000 bushels. By using a “his- 
torical” rationing basis for this 
| eee grain, he virtually re- 
served the additional grain for the 
“Big Pour.” 
| In its court action, Publicker 
argued that the Reconversion Act 
bars restrictions which would 
place a new firm at a disadvantage 
in relation to established members 
of an industry. 

As a result of the new “ration- 
ing” method adopted for Sep- 
tember, it told the court, its per- 
centage of total beverage grain 
would drop from 20% to 14%, 
while its competitors would in- 
crease their share from 33.3% to 
44%. 

The court agreed that the “his- 
torical basis” used for the extra 
September grain “is directly op- 
posed to the legislative direction,” 
that allocations “shall not be made 
dependent upon the existence of a 
concern or the functioning of a 
concern in a given field of activity 
at a given time.” 


‘Tribune’ Names 
New Officers 


J. Loy Maloney, managing edi- 
tor of the Chicago Tribune, has 
| been elected secretary of the Trib- 
/une Company, Chicago, a _ post 
formerly held by the late Joseph 
_M. Patterson. Chesser M. Camp- 
bell, advertising manager, has 
been named treasurer, a position 
'formerly held by Col. Robert Mc- 
Cormick, president of the pub- 
‘lishing company. 
| Prior to Mr. Patterson’s death 
he served as chairman of the 
‘board of the Tribune Company, 
while Col. McCormick held the 
post of president. No new chair- 
man of the board has been named. 


Lytle Joins Agency 

Harry V. Lytle Jr., for the past 
four years western advertising 
manager of Parade and prior to 
that Chicago manager of Time, 
Inc., magazines, has joined Wal- 
lace-Ferry-Hanly, Chicago agency, 
in an executive capacity. Clark 
Products Company, maker of 
metal polishes, will be one of the 
accounts on which he will serve. 
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WHAT 
Holywood 
ISN’ T 


BY JAMES STEWART 


DISTINGUISHED MOTION 


ACADEMY AWARD WINNER 


PICTURE STAR AND 


Vee OFTEN HEAR PEOPLE SAY (Without 
too much warmth and with quite a shot of 
envy) that so-and-so or such-and-such is 
“typically Hollywood.” Well, isn’t that 
quite acompliment ? 

Let’s hope Hollywood will always stay 
“typically Hollywood.” For this explains 
the originality that made Hollywood in the 
first place ; and in this lies its present secu- 
rity and its hope for the future. 

No one is ever accused of going “Los 
Angeles” or “going Southern California.” 
They always “go Hollywood.” The reason, 
it seems to me, simmers down to this: 

Everyone, consciously or not, compares 
Hollywood withhis own home town. Since 
Hollywood is just a can’t-be-copied town 
in a big world, few places could compare 
favorably. The result is that Hollywood 
becomes a common target for criticism. 

But here’sa curious thing: do you know 
anyone who’s ever made a trip to Southern 
California who hasn’t been to Hollywood? 
The first thing people want to do when they 
hit this Paradise of the Pacific is “see Holly- 


wood,” Yet Hollywood—as such—has no 
railway station at which trains stop ; no air- 
portat which planes land ; no hard-and-fast 
geographic boundaries. 

In short, Hollywood isn’t just a place : 
it’s a place populated by a certain type of 
people who make news because they are 
news ; news in which people of high and 
low estate the world over are interested. 

We must remember that millions have 
read and heard about Hollywood. Millions 
more have seen every part of it in the back- 


grounds of screen productions. Yet, when 


Frank Capra and Jimmy Stewart in high spirits... on the 
set of “It’s a Wonderful Life,” a Liberty Films production 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 


isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by James Stewart. ..acknowledged one of America’s film-finest. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 
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HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC, 


they see it for the first time—or even the sec- 
ond—some people say frankly it’s not what 
they expected. 

Some say it’s just like any other commu- 
nity in the nation, Others say it’s a breath- 
taking merry-go-round. It all depends on 
the mental image that’s been built up; on 
the personal point of view. Yet, oftenas the 
name Hollywood appears in print in your 
home town paper, I’m willing to wager it’s 
one name that’s never mis-spelled. 

The reason is obvious : Being human, we 
like to rail at Hollywood ; to point out its 
imperfections; to wish that Hollywood 
were what it isn’t. Actually, we wouldn’t 
change it if we could. At least, that’s the 
way I feel about it. 


fT} 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest] 
plus the density of Hollywood’s 
population [second greatest in 
Pacific Southwest] explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. 


*Source: 1939 U.S. Census of Business 
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Wallace ‘Leaves’ 
Commerce—But in 
Better Condition 


WASHINGTON—When W. Averell 
Harriman moves into the paneled 
fifth floor office of the Secretary 
of Commerce, he will find an or- 
ganization in vastly better shape 
than the one inherited by Henry 
Wallace 18 months ago. 

Mr. Wallace was hardly a suc- 
cessful Secretary of Commerce in 
the sense that he adequately 
represented business in the cab- 
inet, but hundreds of his asso- 
ciates agree that he did a first rate 
job in giving the moth eaten de- 
partment a new lease on life. 

To Commerce employes, who 
have been step-children to a se- 
ries of absentee secretaries—Dan 
Roper, Harry Hopkins, Jesse 
Jones—it was a new experience 


|to have a boss who tried to carve 


|for the department a useful role | 


in government and private plan- 
ning. 

Being a crusader, Mr. Wallace 
imparted in his organization a 
crusading spirit: All of them were 
busy gathering and using infor- 
mation which would enable busi- 
ness and government to find the 
way to sustained, profitable em- 
ployment. 


Funds Held Up 


Despite his skill as an adminis- 
trator, demonstrated so success- 
fully in early New Deal days 
when he modernized the Depart- 
ment of Agriculture, it was prob- 
ably too much to expect a left- 
winger like Henry Wallace to be 
a successful Secretary of Com- 
merce. Business men suspected his 
motives, particularly after he is- 
sued a statement purporting to 
show that auto makers could af- 
ford to meet the wage demands 
of the United Automobile Work- 
ers. Congressmen held up the 
funds he asked, for fear that he 


would build a political organiza- 
tion. 

Despite lack of funds, he pro- 
gressed rapidly on a master re- 
organization plan splitting the old 
Bureau of Foreign and Domestic 
Commerce into five separate or- 
ganizations. He was able to build 
extensive new organizations to 
promote technical research, and to 
assist business men with all phases 
of exporting. 

The “high brow” economics 
were isolated in an Office of Busi- 
ness Economics. Under the new 
setup, an Office of Domestic 
Commerce, and an Office of Small 
Business, catered to the specific 
needs of business. New, brighter 
publications and an expanded 
field organization were to bring 
material to potential users. 


Congress Trims Budget 


Congress slashed many items 
from the Wallace budget. The 
Census of Business and Manufac- 
tures went on the rocks. When 
many other economic _ studies 


'were scrapped, but 50 new field 
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offices authorized, the Secretary 
commented, “They gorge us at 
the periphery, and starve us here 
where the work is prepared.” 

Mr. Wallace busied himself with 
foreign trade, a subject close to 
his global soul. Under Secretary 
Alfted Schindler, a sales manager 
through and through, was sent to 
rally conventions and_ Rotary 
clubs behind the department. 

Schindler sponsored the Na- 
tional Distribution Council, a 
group of top marketing execu- 
tives who are to formulate pro- 
grams helpful to distribution 
trades. He engineered the recent 
meeting with retail trade associa- 
tion executives. 


Schindler Leaves, Too 


At times Schindler was so ac- 
tive, Mr. Wallace feared he was 
trying to become Secretary. By 
the time Wallace had been forced 
out, Schindler, too, had made up 
his mind to leave. 

It was difficult for Mr. Wallace 
to speak with conviction on sub- 
jects like retailing or selling. In 


This editorial is another example of American Druggist’s willingness 
and ability to discuss the real issues with courage, clarity and vigor. 
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Distribution Trends 


Two entirely different trends are apparent not only in the drug trade but 
in jewelry, hardware, electrical, and other trades, We anticipate that disorderly 
stores masquerading as drug stores will disappear, but the good drug stores, 


both large and small, will last longer than many products they now sell. 


There have always been changes in the kind of products sold by drug stores, 
but there have always been drug stores and there always will be. If we did not 
think so, we would quit publishing this magazine. Our whole future is wrapped 
up in the continued success of able independent druggists and we have com- 
plete faith in their ability to meet these changes. 


The first trend indicates that ordinary non-prescription items requiring 
little or no retail sales ability are likely to be sold wherever the public will buy 
them. Some of these common products may eventually be sold by slot machines 
on street corners, but no drug store, worthy of the name, is dependent upon 
such items for its existence. Nevertheless, although products of this type need 
and deserve no selling energy, they should be displayed and used as traffic 
builders by drug stores as well as other stores. 


The other and equally significant trend is toward more selective distribu- 
tion of quality items that must have store support. Manufacturers of distinctive 
high grade cosmetics and sundries are beginning to restrict their distribution 
to drug stores, department stores, and other stores that reflect quality and 
integrity. Those who are selecting retail outlets according to appearance and 
reputation, rather than size and volume, are getting the active support of in- 
dependent druggists who operate high grade drug stores. 


Many store improvements are now being made by druggists, and no manu- 
facturer of a quality item that needs retail selling effort should overlook any 
druggist who requests consideration of his store as a desirable outlet. Whether 
his drug store is large or small, he deserves favorable consideration providing 
his drug store is clean, attractive, and well arranged for merchandising quality 
items. 


To say that these trends in distribution of non-pharmaceutical products are 
going to put retail druggists out of business is an insult to every self-respecting 
druggist. On the contrary, we believe that these developments will result in 


more distinctive drug stores and better public regard for pharmacy itself. 


DSR 


EDITOR 


his speeches and at his press con- 
ferences, he constantly tried to 
put these things in a setting of a 
“full employment” program, in- 
volving stability abroad as well 
as at home. 

Recently Mr. Wallace asked Ap- 
VERTISING AGE’s Washington edi- 
tor: ‘“‘Where have I seen you be- 
fore?” He had many times, but 
it seemed a good moment to re- 
ply, “Possibly at your press con- 
ferences, where I try to bring the 
conversation back from the Brit- 
ish loan, to the Department of 
Commerce.” Knowing his own 
weaknesses, the Secretary had a 
hearty laugh. 


Read Staff’s Reports 


For all the disappointments his 
lack of cordial relations with 
business and Congress brought to 
the department, employes _ re- 
spected his sincerity. From memos 
they received, they knew he was 
reading their reports, and some- 
times taking them to the White 
House. 

Toward the end there was a 
concerted movement in the trade 
press to have Mr. Wallace re- 
placed with a man who could 
speak for business. The movement 
would never have _ succeeded, 
however, if Mr. Wallace had not 
insisted on speaking out of turn 
—on world events which he 
watched so closely. 

On Monday when he stopped 
to pick up his personal belong- 
ings, hundreds of Commerce staff 
members lined up to bid best 
wishes. Most were impelled by a 
feeling that he had been fair to 
them. 

One old timer in a key spot 
told the AA reporter that not a 
single appointment in his bureau 
had been dictated by patronage 
considerations during the Wallace 
regime. This man, whose service 
dates before Herbert Hoover, said: 
“Why the Secretary even pro- 
moted me—registered Republican.” 


Standardized Rate 
Card Urged for Radio 


A National Association of 
Broadcasters subcommittee on 
standardization of radio station 
rate cards last week in New York 
stamped final approval on pro- 
posals drafted early this year for 
submission at the NAB conven- 
tion in Chicago next month. 

A booklet and sample rate cards 
have been prepared for guidance 
of member stations of NAB in 
making up future rate cards in 
an effort “to make time buying 
more efficient for both buyers and 
sellers.” Groups endorsing the 
proposals include the time buyers 
committee, American Association 
of Advertising Agencies, Stand- 
ard Rate and Data Service, rep- 
resentatives of NBC, CBS, ABC 
and other station groups. 


Merchants Distilling 
Buys 50%, of Somerset 


Merchants Distilling Corpora- 
tion, Terre Haute, Ind., maker of 
bulk whisky, has acquired 50% 
interest in Somerset Ltd., only 
U. S. distributor for Haig & Haig 
Scotches and Gordon’s gin. 

No change is expected in the 
Somerset organization but Mer- 
chants expects to add other brands 
to the Somerset line. 


Joins ABP 


Home Furnishings, New York 
Haire publication, has joined the 
Associated Business Papers. 


You get the presents when 
Child Life 


Write today to find out how the big De- 
cember Anniversary Issue can help your 
Christmas merchandising! és 


1 E. 42nd St., N.Y. 17, N.Y. 
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want to talk shop... with Cosmopolitan’s stellar staff... 


about tricks of the trade... with a test for your own 


talents ...and maybe carry off an original... 


besides having a delectable 7 course dinner... ? 


Arthur Gordon 


Edmond Witalis 


a manuscript 


John Gannam 


@ Red-pencil this date right now . . . October 9. . . when Arthur Gordon young, dynamic editor of Cosmopolitan will tell of the headaches and 
hallelujahs that make up the day of the literary chief of one of the country’s consistently best-selling magazines . . . Edmond Witalis Cosmo's 
versatile art director, will give with the why and how of the best-made-up magazine on the stands today . . . give you a chance to question from 
the floor on type and lettering problems as well as illustration. A manuscript to be illustrated . . . lifetime chance for artists not yet up the aii 


to the major magazines . . . will be passed out by Mr. Witalis in the hope of uncovering some terrific new talent .. . more than just a contest, it’s a 


challenge to Chicago! John Gannam well-known Cosmo illustrator, will tell of his hazards and happiness, and will bring one of his originals for 


a door prize . . . all plus a dinner in the best Hotel Continental manner, at a specially planned joint meeting of the Art Directors Club of Chicago, 
the Artists Guild, and the Society of Typographic Arts. Reservations must be accompanied by remittance . . . write or see Burt Cherry, Tempo, Inc., 
230 East Ohio (or phone him at DELaware 3934, for who else has tickets) today to insure a place for you and your party .. . it'll be a sellout! 


a five-star evening for only 


Collins Miller & Hutchings - Chicago photoengravers 


are happy to make this announcement for the Art Directors Club of Chicago 
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Used Car Dealers 
Form Group, 
Plan Campaign 


Cuicaco—The National Used 
Car Dealers Association was or- 
ganized formally here last week 
and plans started for a nationwide 
campaign, in which advertising is 
expected to play an important 
part, to protect interests of the 
group. 

Five hundred dealers from 35 
states, representing an estimated 


50,000 used car dealers, attended | temporary 
the organizational meeting, which | said 


association activities, including 
the promotional program which 
calls for newspaper ads explain- 
ing formation of the new trade 
group and its policies to the pub- 
lic. 

The association hopes to count- 
eract what it considers unfair 
criticism of used car dealers, and 
to form an OPA advisory commit- 
tee which will represent the group 
in future action on price ceilings. 
In line with its first aim, black 
market activities in used cars will 
draw major attention. 

Lynn Wertz, secretary of the 
executive committee, 
the group hopes to enlist 


was scheduled following a num-|/5,000 paid-up members within a 


ber of preliminary sessions in De- 
troit (AA, Sept. 2). 


now are being formed to handle ard 


month, who will be asked to ap- 


Committees prove a code of ethics and stand- 
Temporary | 


trade practices. 


offices will be established here by 
H. J. Robinson, Chicago dealer 
who was named secretary-treas- 
urer of the group. National head- 
quarters will be selected later, 
with Washington, D. C., a likely 
spot. 

Association members named 
Charles Hillard, Fort Worth, Tex., 
president, and J. B. Caldwell, of 
the same city, general manager. 


Gardner Joins Decora 


Walter R. Gardner, consumer 
distribution specialist formerly 
with Reuben H. Donnelley Cor- 
poration, has joined Decora, Inc., 
Chicago advertising agency, to 
head an expanded distribution and 
merchandising unit. He will con- 
centrate on broadening the dis- 
tribution of Decora clients in the 


retail field, with special emphasis | 
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on securing closer coordination be- 
tween manufacturers and retail 
outlets. 


Expands News Time 


Campbell Soup Company, Cam- 
den, N. J., through Ward Whee- 
lock, has expanded sponsorship of 
“Robert Trout and the News ’Till 
Now” on CBS from 27 stations to 
the full network. Robert Trout’s 
news broadcasts, Mondays through 
Fridays at 6:45-7 p.m., EDT, have 
been sponsored by Campbell on 
27 CBS outlets since April 1, but 
have been unsponsored on other 
stations. 


Joins Four A's 

Jones & Brakeley, New York, 
has been elected to membership 
in the American Association of 
Advertising Agencies. 
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No.1 in NEWS 
COVERAGE 


— of these nine sectors 
of the home furnishings 
market: 


1. Furniture and Bedding 
2. Curtains and Draperies 
3. Decorative Accessories 
4. Floor Coverings 

5. China and Glassware 
6. Lamps and Lighting 

7. Housewares 

8. Major Appliances 


9. Radio and Television 


YOUR NO. 


a 


: a re 


PUBLISHED 


TWICE WEEKLY 


MONDAY AND THURSDAY 


RETAILING is overwhelmingly the leader among home furnishings 
business papers. No other one can match these figures: 


No. 1 in ABC CIRCULATION 
—December 31st circulation 19,027. (Now over 23,000.) 


No. 1 in RETAIL CIRCULATION 


—over 12,000 circulation in retail stores. 


No. 1 in DOUBLE-MARKET COVERAGE 


—over 10,000 in furniture-home furnishings and department stores. 


No. 1 in NUMBER OF ADVERTISERS 


— 1,078 of them are using space in Retailing. 


No. 1 in EXCLUSIVE ADVERTISERS 


—49% in’45 used only Retailing to reach home furnishings retailers. 


No. 1 in ADVERTISING DOLLAR VOLUME 


—more than all other home furnishings business papers combined. 


No. 1 in ADVERTISING LINES 


— 2,332,469 lines of advertising, first half of ’46. 


No. 1 in PAGES OF ADVERTISING 


—3,584 tabloid size pages of ads, first half of 46. 


No. 1 in NUMBER OF ADS 


—6,794 ads in Retailing, first half of this year! 


1 BUSINESS PAPER 
TO COVER THE HOME FURNISHINGS MARKETS 
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The ONLY 


furnishings JME 


ONE OF THE 
FAIRCHILD FAMILY 


of publications that 

includes— 

Women's Wear Daily 

Daily News Record 

Men's Wear 

Footwear News 

Fairchild International 

Foirchild Blue Book 
Directories 


WSpaper 


FAIRCHILD BUILDING « 8 E. 13TH ST., NEW YORK 3 


Desire, Not Data, 


Governs Purchases, 
Admen Are Told 


Boston—Advertising and sell- 
ing, always highly emotional 
businesses, must be wary of mis- 
use or misunderstanding of the 
product of statistical research, and 
also of the danger of stagnation 
that lies in too much reliance on 
statistics. So declared Mortimer 
Berkowitz, general manager of 
The American Weekly, before the 
Advertising Club of Boston last 
week. 

Mr. Berkowitz pointed out that 
despite what statistics show in 
the nature of buying power, 
Americans somehow manage to 
"buy what they want when they 
want it, provided the article is 
available. He declared that a sur- 
vey made for the Federal Reserve 
Board listed faithfully available 
buying power as determined by 
liquid assets consisting of nego- 
tiable bonds and cash in banks, 
but that the survey failed to ac- 
count for an estimated $28 billion 
which is presumably floating 
around the country in various hip 
pockets, or is cached away in 
coffee pots, mattresses, stockings 
and other places. 


Desires Change 


He pointed out that surveys 
frequently ask people what they 
intend to buy, and that, as months 
go by, their opinions change. As 
a result they buy articles which 
they possibly knew nothing about 
at the time the survey was made. 

Advertising, he declared, is one 
of the major reasons for buying 
habits which do not conform to 
statistics. Advertising has done 
more than satisfy present wants, 
he said. It has formed dreams 
which have raised the standards 
of living. It has made people buy 
things they didn’t know they 
wanted. Which accounts for the 


way advertising has frequently 
upset statistical charts. 
“Market research,” said Mr. 


Berkowitz, ‘‘is a tremendous field, 
when it is handled by competent 
market research people and sticks 
to its knitting.” But if figures on 
potential buying dug up by re- 
search men were always final, he 
said, there would be no room for 
good selling and advertising. 


Allen’s ‘The Man’ 

Fred Allen, who does his stuff 
for Standard Brands on NBC, will 
do a one-broadcast guest star 
stand for U. S. Steel on ABC Nov. 
24. He has been signed for the 
title role in a Theater Guild on 
the Air dramatization of “The Man 
Who Came to Dinner.” 


Appoints Lockwood 


Warren S. Lockwood, foreign 
trade consultant, has been ap- 
pointed vice-president in charge 
‘of overseas activities of the World 
|Trade. Foundation of America, 
|New York, 
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Transair Appoints 
Buchanan, Plans 
Magazine Drive 


New York—Transair Company, 
which says it is the largest of the 
non-scheduled airline operators, 
has named Buchanan & Co. as its 
agency, announced a “regular di- 
rect” service to Los Angeles, and 
prepared to embark on an adver- 
tising campaign. 

The company, which was found- 
ed slightly more than a year ago, 
originally operated as a charter 
service. During the last year it 
flew some 10 million passenger 
miles. 

Transair’s offices are at 730 5th 
Ave., and its planes fly from New- 
ark. During the past year it ad- 
vertised charter flights to Florida 
and a summer service to Saratoga 
Springs. The account will con- 
tinue to advertise in newspapers, 
and will shortly uncork a maga- 
zine campaign. 

In addition to the New York- 
Los Angeles route, Transair ex- 
pects to fly regular service to Flor- 
ida this winter. Newspaper ad- 
vertisements “stress that the air- 
liners are certified by the Civil 
Aeronautics Authority,” an an- 
nouncement said, but the company 
makes no mention of its status 
with the Civil Aeronautics Bureau, 
which will hear the case of the 
non-scheduled operators next 
month, and which has previously 
ruled (in the Trans-Marine and 
Page Airways cases) that “reg- 
ular” and non-scheduled service 
are not synonymous. 


Prepares Color Manual 


Pittsburgh Plate Glass Com- 
pany, Pittsburgh, has prepared a 
reference manual, titled ‘Pitts- 
burgh Color Dynamics,” dealing 
with the origin, development and 
application of the principles of 
color dynamics. The manual out- 
lines what color is, the various 
characteristics of color, and where, 
when, why and how color should 
be used. 


Appoints Magill 

Carson Magill, formerly account 
executive with Station KROW, 
Oakland, Cal., has joined the staff 
of Harrington & Buckley, San 
Francisco, in the same capacity. 
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Imra Rounds Out 1946 
on ‘Pretty Legs’ 

Odorless Imra, cosmetic hair re- 
mover cream, product of Artra 
Cosmetics, Inc., Bloomfield, N. J., 
will be featured in September, 
October and November advertis- 
ing copy, based on the theme 
“Pretty Legs Begin with Imra.” 
First two promotions this year 
were an “Imra-Nylon” spring pro- 
motion and a “Lady, Your Legs 
Are Showing”? summer drive. 

Imra advertising is scheduled, 


through Abbott Kimball Com- 
pany, New York, in Charm, Cos- 
mopolitan, Glamour, Harper’s 
Bazaar, Ladies’ Home Journal, 
Life, McCall’s and Vogue. 


Rugby Plans Campaign 
Rugby Products Corporation, 
New York, manufacturer of per- 
sonal leather goods, this fall and 
winter will launch a series of ads 
in Esquire, Good Housekeeping, 
Hillman Women’s Group, Hunter 
Screen Unit, Pic, Seventeen, The 
Saturday Evening Post, True and 


Vogue, featuring men’s and ladies’ 
billfolds, key cases, coin purses 
and a new line of watch straps. 
Business papers will also be used. 
Ralph Harris, New York, is the 
agency. 


‘Buy Right’ to Bow 

Buy Right, a monthly digest-size 
magazine to help the consumer 
buy “right things” at the “right 
prices” in the “right places,” 
covering the Greater New York 
area, will make its appearance in 
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November. The magazine, which 
will sell for 15 cents, is backed 
by H. W. Holzer. Offices of the 
publication are located in Suite 
1302, 11 W. 42nd St., New York 18. 


WE DO IT ALL 


A Complete Mailing Service 


¢ Inserting * Sorting 

° | er ae ° aa Tel: WEB 

* Sealing * Tying 

Fast—Certain-Safe—Low Cost 4998 
Complete job or any part 


CAPITOL MAILERS 
552 W. Harrison St., Chicago 7 


HEALTH PRODUCT 


ADVERTISING TRAVELS IN 


INFLUENTIAL COMPANY 


IN HYGElA 


7 MD’s-1RN-1 DDS 


voiced professional opinions on subjects of 
widespread interest in a typical recent issue 


@ OVER two million health-minded readers saw 
that fact-packed issue of Hygeia — as they do every 


monthly issue, at home, in schools, in doctors’ offices. 


They read not only the nine absorbing articles by 


professional writers, and other interesting titles—but 


the reliable and informative health advertising ap- 


pearing side by side with them. 


Informative advertising on food products, aids to 


skin care, dental health, vision and hearing, baby and 


maternity needs, drugs, books on health. . . 


Authoritative health articles coupled with reliable 


health advertising make Hygeia a top medium for 


promotion in the health field—a pretty substantial 


platform from which to speak for YOUR product. 


Ask us for detailed readership data and a specific plan 


for the use of Hygeia in your selling program. 


HYGEIA Zhe Health Magazine of THE AMERICAN MEDICAL ASSOCIATION 535 N. Dearborn St., CHICAGO 
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ACTIVE 
Accord Sports Afield’s Big-NaméFe 


The alert, modern, sparkling editorial technique an big- 


unmatched acceptance by the world’s most activ( sno 


created unprecedented demand in subscriptions and ney 


offers an all-time high in sportsmen’s magazines, wit] , g 


TO SELL SPORTSMEN, 
SE THE WORLD'S NO. 
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> aN¢big-name features of SPORTS AFIELD have met with 
activ sportsmen. These SPORTS AFIELD’S exclusives have 
> GNi newsstand sales...with the result that SPORTS AFIELD 
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The Secretary of Commerce 


About the only objection we 
have to the appointment of W. 
Averell Harriman as Secretary of 
Commerce is the fact that news- 
papers and press associations are 
stressing his selection as evidence 
that the Byrnes foreign policy line 
will be strengthened. 

We don’t object to the strength- 
ening of Secretary Byrnes’ foreign 
policy line. Not at all. What we 
do object to is the implication that 
the new Secretary of Commerce 
was selected because of his knowl- 
edge, or views on, foreign policy. 

It seems to us that Commerce 
leadership which will concern it- 
self primarily with the activities 
of the Department of Commerce, 
domestic as well as foreign, and 
not with something else, is long 
overdue. The Secretary of Com- 
merce should be capable of under- 
standing the problems of business 
and industry, sympathetic to and 
acceptable to business, and he 
should work at his job. And no 
Secretary since Herbert Hoover 
has fully met those qualifications. 

Jesse Jones, who was titular 
head of Commerce for a good 
many years, was certainly capable, 
sympathetic to and acceptable to 
business. He would have made a 
great Secretary of Commerce, if he 
had worked at the job. But Mr. 
Jones had a good many jobs, and 
in the shuffle the Commerce as- 


G. W. Hill, 


It is impossible to overlook the 
tremendous impact which the late 
George Washington Hill had upon 
advertising and promotion. In 
many respects the “best hated 
man” in the advertising business, 
Mr. Hill was the butt of innumer- 
able gags, the “Dear Sir, you cur” 
character in endless stories and 
books, and the favorite whipping 
boy of those high-minded groups 
of ladies and gentlemen who are 
deeply concerned with the hor- 
rendous sins of advertising. 

Mr. Hill, one might gather, had 
exceptionally small ability to “win 
friends,” but the sales and profits 
record of American Tobacco Com- 
pany indicate that he did very 
well at “influencing people.” 

The number of individuals who 
have sworn at one time or another 
never to smoke a Lucky Strike 
“until that blankety-blank annoy- 
ing advertising has stopped” must 
run well up into the millions, even 
if the list is limited to those who 
have personally expressed those 


signment suffered badly from neg- 
lect. On this score, Mr. Wallace 
did something better. He made 
his offices in the Commerce build- 
ing, and he did some planning and 
conferring with his associates. But 
he never had the sympathy or ac- 
ceptance of business (nor of Con- 
gress), and the numerous activi- 
ties of his department apparently 
did not provide sufficient play for 
his abilities, with the result that 
Mr, Wallace was never Secretary 
of Commerce in any real sense of 
the word. He was certainly not 
the liaison man between business 
and government, nor the “repre- 
sentative’ of business in Wash- 
ington. 

For purposes of this discussion, 
we don’t care how Mr. Harriman 
or Mr. Wallace or any other Sec- 
retary of Commerce—past or fu- 
ture—feels about foreign affairs. 
Instead we hope they feel that 
their first and most important job 
is to make the Department of 
Commerce as efficient and useful 
to business and industry, and to 
the whole people, as is possible of 
achievement. 

Right now business needs an ef- 
ficiently operated Department of 
Commerce more than ever. We 
hope that Mr. Harriman will de- 
vote his undoubted talents and 
his excellent background and ex- 


perience to providing it. 


Advertiser 


sentiments in this writer’s pres- 
ence. Mr. Hill, presumably, never 
sold any cigarets to these people 
but he must have made a tidy sum, 
over the years, from sales to those 
others millions who smoked Luck- 
ies “in spite of the advertising, 
not because of it.” 

George Washington Hill be- 
lieved that selling meant pound- 
ing, emphasis, dramatization, repe- 
tition. Subtlety was just a word 
in a dictionary to him, and indi- 
rection or suggestion had no place 
in his sales vocabulary. When he 
sold, he sold, and nobody had to 
ask whether he was selling some- 
thing or what it was. He never 
wandered very far from the point, 


never got wrapped up in side is- 
sues, never concerned himself with 
|/secondary niceties. He demanded 
'results—at the cash register—from 


| his promotional dollars, and when | 


/he didn’t get them he wasn’t satis- 
‘fied. Maybe the philosophy, if 
'not the method, ought to be some- 
| what extended. 


—The Nielsen Insider 


“Looks like the Coke machine's out of order again." 


Collar on Art 


British pubs and inns have a 
character unique among _ the 
world’s ginmills, but our reporter 
on the sceptered isle reports that 
many of the old inns and most of 
the new ones are the chattels of 
big brewers, and were in danger 
of losing their individuality. 

Four of Britain’s biggest brew- 
ers, Barclay Perkins, Courage, 
Watney and Witbread, collabo- 
rated with the Central Institute 
of Art and Design to “give per- 
sonality” to the pubs by employing 
artists to paint English scenes. 
Some 120 paintings were selected, 
divided into five groups and 
started on tours, so that each pub- 
lic house of any standing would 
have an “exhibition period.” 

Few of the paintings dealt with 
pubs, most of them showing the 
Thames, scenes of London, coun- 
try market places, hop fields and 
villages. No advertising was im- 
plicit in the plan, just an effort 
on the part of the brewers to give 
additional prestige to their out- 
lets. 


Purloined Shirt 


We read with considerable in- 
terest Cluett, Peabody’s recent ad- 
vertisement concerning the pur- 
loined shirt. The shirt-rustler was 
sentenced in this comic to serve 
time in the Arrow dealer’s store 
until the next lot of shirts came 
in, then to buy three—one to re- 
place the stolen shirt, two for the 
judge. It doesn’t bother us so 
much that the copy implies that 
stealing an Arrow shirt is not as 
serious as other felonies, but the 
idea of being able to buy three 
shirts and having to give them 
away seems too cruel for the 
printed page. 


Film Trademarks 

Sidney Skolsky, whose Holly- 
wood column is ordinarily de- 
voted to the extraordinary lives of 
the film colony’s inmates, recently 
swung far enough away from 
Ciro’s and consecutive polyandry 
to explain the origin of some of 
the major trademarks. M-G-M’s 
lion was dreamed up by Howard 
Dietz, who was fresh from Colum- 
bia. Paramount’s rugged moun- 
tain peak came from a merger be- 
tween Famous Players and Jesse L. 
Lasky Feature Play Company. 
Lesan Advertising Company had 


'to dream up a trademark by the 


next day, and Lesan and a banker 
went to work, decided that the 
symbol of Paramount in their 
minds was a mountain peak, let- 
tered in stars around it, and the 
mark still survives. Twentieth- 
Century Fox is a merger; the 20th 
Century part came from Zanuck, 
for whom William Goetz created 
the flashing lights over the sky- 
scrapers, and “Fox’”’ was merely in- 
serted below the trademark. RKO 


Radio Pictures’ 
created by William Le Baron in 


trademark was 


1929, who decided that an in- 
verted triangle, split by lightning, 
with the studio’s name above, 
would do the job. 


Good Deal 


Patek Philippe division of Henri 
Stern Watch Agency is offering a 
real deal. It has a $5,000 watch, 
tax included, which has perpetual 
calendar, month of year and moon 
phases, up and down spring in- 
dicators (whatever they are), 
minute repeater, and strikes hours 
and quarters with grand carillon. 
This is quite a lot of action, but 
in the good old days a $5,000 
watch would point birds, repeat 
telephone numbers and_ count 
cadence. And now that we think 
about it, who wants to know the 
moon phases? 


Canine Cosmetics 

We don’t know if it’s significant, 
but Pet-Metic Products will mar- 
ket a cosmetic set for dogs this 
fall, with R. H. Macy & Co. slated 
to start promotion in October. If 
your spaniel or dachshund is a 
little weatherbeaten, this is the 
time and method to touch him up. 

Or as one of our poets said: 
“Old Mother Hubbard, went to the 

cupboard 
To get her poor dog some lotion 
But when she got there, the cup- 

board was bare 
And the dog was out of the no- 
tion.” 

For the record, the agency is 
Modern Age, Inc., and Jerome 
Beigel is account exec. Beigel, not 
beagle. 


Jottings 

Pullman has a car christened 
“The Poor Richard Club”... 

One of our friends noticed that 
on the day Holiday broke its ad- 
vertising for its issue on a holiday 
in Manhattan, the newspapers 
snidely carried a story reporting 
that the hotel room shortage was 
at its zenith... 

WEAF reports that Clay Daniel, 
a station producer, is the father 
of a boy. The station’s press dept. 
headlined ‘Daniel enters lie-in 
CO 34 

F. W. Sickles Company, Chico- 
pee, Mass., radio and television 
parts maker, tried newspaper ads 
for workers without too good re- 
sults. Then the company switched. 
“Get us two women workers 
who’ll be on our payrolls Dec. 23, 
and you'll get a table model radio 
worth $20.” The first week brought 
83 workers, 23 higher than the 
best previous week. . . 

In the belief that peace and 
quiet are essential to a good crea- 
tive man, Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, has 
segregated each of its copywriters 
in a private office... 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


Nv. 2671. Salesmen’s Route Lists. 


These route lists for liquor and 
beer outlets, food stores and drug 
stores, issued by the Journal- 
Times, Racine, Wis., include 
county and city maps, with the 
city maps divided into districts 
to facilitate location of outlets. 
Stores are routed in logical order 
for calls, managers’ names are 
listed and types of outlets are in- 
dicated. 


No. 2678. Cold Cereal Sales in 
New York City. 


Average sales of cold cereals per 
1,000 New York families amount 
to 909 packages weekly, according 
to this survey issued by the New 
York Times. Figures on brand 
distribution, brand shares of total 
sales and per cent of sales by in- 
come groups are included in the 
study, which was conducted in 
April, 1946, by the newspaper’s re- 
search department. 


No. 2661. 1946 Market Facts. 


The Detroit News has_ issued 
this data book containing 36 pages 
of market information about the 
Detroit trade area, with analysis 
of newspaper circulation and ad- 
vertising, and a census tract map 
indicating rental values in various 
colors. 


No. 2692. The Pittsburgh Market. 


The Pittsburgh Post-Gazette has 
issued this folder, which contains 
a map showing the population 
density of the Pittsburgh market, 
along with a tabulation of county- 
by-county market data. The in- 
side fold contains a population 
density map of seven metropolitan 
market areas, showing that in the 
Pittsburgh market the major por- 
tion of the population lives out- 
side the ABC area. 


No. 2687. Style Plus. 


Kimberly-Clark Corporation has 
issued the second of a new series 
of folders, which has a four-color 
Kodachrome reproduction on the 
cover, and shows, in the men’s 
fashions on the inside pages, how 
60-lb. Multifect Levelcoat repro- 
duces halftones in one or more 
colors. 


No. 2694. 
piece. 
Station WTAG, Worcester, Mass., 
has issued this ‘‘dual perspective” 
brochure, which displays, through 
a red cellophane window in the 
cover, the national rankings of the 
first 15 nighttime programs. A 
look under the cover discloses a 
different picture in the first 15 as 
ranked by Worcester listeners. 
Data came from the Hooper sur- 
vey of December, 1945, through 
April, 1946. 


No. 2685. We Went Hunting and 
Fishing for Facts. 

Figures and fun are shaken up 
and poured out in this brochure, 
in which Hunting & Fishing, by 
means of cartoons and cold facts, 
gives as much information as any 
advertiser should want to know 
about the magazine’s readers. The 
information was obtained through 
a questionnaire, titled “Pardon 
Our Long Neck,” which was car- 
ried in all copies of H&F distrib- 
uted last February, a departure 
from the usual cross - section 
method. 


The Hooper Master- 


ment 
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Trade Inventories 
Hit All-time High; 
Sales Off Slightly 


WASHINGTON — Despite the fact 
that business inventories reached 
an all-time peak of $30 billion in 
July, the Department of Com- 
merce believes that they are about 
in line with dollar sales. 

Inventories at all levels of trade 
went up sharply during the OPA 
hiatus as goods were revalued and 
shipments withheld because of 
pricing uncertainties, the depart- 
ment’s monthly “Industry Survey” 
reveals. 

By the end of July, manufactur- 
ers’ inventories had reached $18 
billion, up $800 million from June. 
Wholesaler inventories were up 
$150 million to a peak of $4.6 bil- 
lion and retailers’ up $350 million 
to $7.4 billion. 

Some of the department’s more 
experienced economists estimated 
privately that about 20% of the 
inventory rise resulted from re- 
valuing merchandise already on 
hand. With sales off slightly at 
all stages of fabrication, in all in- 
dustries, inventories had another 
boost. 


Nondurable Orders Decline 


The department stressed the fact 
that inventories of finished goods 
are only about a fourth of the 
total, though in normal prewar 
periods they made up half of in- 
ventories. 

A drop in new orders for non- 
durables was discounted. Econo- 
mists pointed out that records 
show similar declines in orders for 
nondurables each July since 1939. 

While it was assumed that all 
indexes of new orders contain ex- 
tensive duplication, Commerce 
saw little evidence of excessive 
“pyramiding” except in small elec- 
trical machinery,- where orders 
were at nearly three times the 
1939 monthly average. 


Hyster Names Three 


R. M. Ronald has been named 
western division sales manager of 
both the tractor and _ industrial 
truck departments of Hyster Com- 
pany, Portland. V. G. Lindenberg 
has been appointed manager of 
the truck sales department of the 
Seattle territory. Clarence H. Col- 
lier Jr. has been named _ sales 
manager of the eastern division 
with offices in Peoria, Ill., a posi- 
tion Mr. Lindenberg previously 
held. 


FOR WESTERN 


DISTRIBUTION 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


Changes Agency 


Biltmore Pipe Corporation, New 
York, has moved its account from 
Alfred Tokar Advertising Agency, 
Newark, to Rodgers & Brown, New 
York. Newspapers, magazines and 
business papers will be scheduled 
to introduce a new line. 


Names Morgan 


Howard W. Morgan, who is re- 
signing Oct. 1 as vice-president of 
Munising Paper Company, Muni- 
sing, Mich., has been named to 


succeed R. B. Wolf, who is retiring 
effective May, 1947, as manager 
of the pulp division of Weyer- 
— Timber Company, Port- 
and. 


Cooper Alloy to Lewis 


Cooper Alloy Foundry Com- 
pany, Hillside, N. J., manufacturer 
of corrosive resistant stainless steel 
castings, has appointed Lewis Ad- 
vertising Agency, Newark, to 
handle a forthcoming magazine, 
business paper and direct mail 
campaign. 


C. of C. Names Boardman 


Mrs. Harland J. Boardman has 
been appointed director of the 
public relations department of the 
Rochester Chamber of Commerce, 
succeeding Mildred E. Scribner, 
who has joined the Commercial 
Controls Corporation, Rochester, 
in an editorial capacity. 


Oertel Opens Agency 
Gaskill-Oertel, a new advertis- 


ing agency, has been opened at 
28 W. Chippewa St., Buffalo, by 
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Mrs. Alice Gaskill Oertel, for- 
merly with Melvin F. Hall Ad- 
vertising Agency, Buffalo, as ac- 
count executive and head of the 
retail advertising department. 


“3033 Retailing Ideas 


New, Enlarged 1946 Edition 


ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 
theory — advertising, merchandising, selling, 
display, administrative nearly every line. For 
distributors, sellers 

g » 8 by colleges, schools, public 
libraries, advertising agencies, newspapers. 
54%x8, 306 Pgs., 40 Chpt. $3.50 ppeid. 


manufacturers, 


E, LYONS, Publisher, Pittstown 3, N. J. 


QUESTION 


How well does an advertiser know his onions when he 
buys an all-man readership of 2,000,000 instead of a 
half-man readership of 4,000,000? 


ANSWER 


He knows his onions very well. That’s why makers of 
things men buy advertise in The American Legion 
Magazine. Its 2,000,000 circulation is all-man, no 
waste. Incidentally, the paper shortage has nearly 
2,000,000 more Legionnaires on the waiting list. 
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Alden’‘s Issues 
Yule Catalog 


Cuicaco—Aldens, Inc., Chicago 


mail order firm, is sending its 1946 | 


Christmas catalog to more than 
1,600,000 customers throughout 


the country. The book is being | 


issued 10 days earlier this year to 
encourage early Christmas shop- 
ping. 

Available to customers this year 
will be many items missing during 
the war, including electric trains, 
metal wagons, low-priced Ameri- 
can made watches, alarm clocks, 
men’s white shirts, vacuum clean- 
ers, portable electric washers, 
towels and sheets. 

The new book is styled like a 


WISSOURIS S, MARKET 


ST. JOSEPH NEWS-PRESS 
St.Joscph Gazette 


|fashion magazine, and opens with 


six pages of dolls in full color, 
presented in a panoramic form 
without copy, but with reference 


|to copy farther back in the book. 


Aldens’ customers who  pre- 
viously made the bulk of their 
purchases the week before Christ- 
mas now tend to send in most of 
their orders in late November and 
early December, the company says. 


Four Appoint CarCards 

The following have appointed 
CarCards, Inc., New York trans- 
portation agency: Baltimore 
Transit Company, effective Jan. 1; 
Great Lakes Greyhound Lines, 
Detroit, effective Sept. 1; Short 
Way Lines in Toledo, O., and 
Monroe, Mich., and the DeCamp 
local New Jersey bus lines, both 
effective Oct. 1. 


Shift Buckwalter 


Paul B. Buckwalter, general 
sales manager of National Blank 
Book Company, with headquar- 
ters in New York, has returned to 
Holyoke, Mass., to make his sales 
headquarters at the company’s 
home office there. 


Weston Names Manning 


H. B. Manning, vice-president 
and managing director of George 
Weston Bread & Cakes Ltd., To- 
ronto, subsidiary of George Weston 
Ltd., Toronto, has been elected a 
director of the parent company, 
succeeding H. C. Beach, who has 
been elected vice-president of 
George Weston Company, Passaic, 
N. J. Mr. Beach is also vice-presi- 
dent and general manager of the 
Battle Creek plant. 


Starts New Series 


Canadian Canners, Hamilton, 
Ont., has launched a new series 
promoting the Aylmer brand name 
in newspapers from coast to coast. 
Weekend newspapers, radio and 
outdoor posters will also be used. 
F. H. Hayhurst Company, Toronto, 
is the agency. 


Safranek Promoted 


Mercury Industrial Corporation, 
New York manufacturer, importer 
and exporter of toys and house- 
wares, has promoted S. Leonard 
Safranek from advertising man- 
ager to advertising and sales man- 
ager. 
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R&R to Hold 
Chicago Video 
Symposium 


Cuicaco—Ruthrauff & Ryan will 
launch the Chicago area’s first 
television symposium Oct. 18-19, 
to begin a series aimed at making 
Chicago one of the top television 
centers. 

The first symposium is in line 
with a campaign launched by the 
Electric Association of Chicago 
which has been hammering at 
manufacturers to treat Chicago 
more like a top market area and 
less like a stepchild. Manufac- 
turers of television sets have now 
allocated 20% of their output to 
Chicago area sales. 

Two new committees have been 
formed to help promote television, 
one to represent appliance deal- 
ers in the area and one to repre- 
sent advertising agencies. Tom J. 
Reedy, head of Northtown Re- 
frigeration Corporation, is chair- 
man of the dealer group, while 
Miss Fran Harris, television di- 
rector of R&R, heads the agency 
committee. 


Follows Video Week 


The symposium will follow Na- 
tional Television Week, Oct. 7-12, 
when advertisers and agency per- 
sonnel will get a preview of what 
to expect in television. 

Chicago’s aggregate number of 
video set owners is now esti- 
mated at about 450, but William C. 
Eddy, director of WBKB, predicts 
that by Christmas there will be 
more than 1,000 sets in use 


throughout the greater Chicago 
area, He also believes that there 
will be 30,000 sets in use here 
by mid-1947. All available time 
on WBKB is sold until Jan. 1, 
1947, he has announced. 

Speaking at the R&R symposium 
will be Paul Mowrey, national di- 
rector of television for ABC, and 
Paul Raibourn, president of Tele- 
vision Productions, Inc., subsidiary 
of Paramount Pictures, Inc. 

One of the principal aims of the 
meeting is to correlate facts on use 
of television and to present all 
possible information to potential 
users of the medium. One of the 
points prospective users will learn 
is that Mr. Eddy is strongly in 
favor of soft-pedalling some of 
the styles of commercials used in 
radio and that there will be strong 
efforts to corral commercials into 
some sort of public service inter- 
pretation. 


Resumes ‘Collins Signal’ 

Collins Radio Company, Cedar 
Rapids, Ia., will soon resume pub- 
lication of the Collins Signal, a 
technical magazine published by 
the firm prior to the war. The 
magazine, edited by Lew H. Morse, 
will contain information about 
communications engineers, airline 
communications men, amateurs 
= radio experimenters in gen- 
eral. 


Show Adds 28 Stations 


“Circle Arrow” show, sponsored 
by the Western Auto Supply Com- 
pany, Los Angeles, and heard over 
about 20 NBC stations, 9:30 to 10 
a.m., CST, will be heard over 28 
additional stations, effective Oct. 7. 


FEATURES: 

LIGHTWEIGHT—a little over two 
ounces 

NON-SKID—ridges on top prevent 
skidding 

NON-MARKING — will not mark 
clothes 

EASILY ATTACHED—slips on—no 
tools needed 


An advertiser's name on a Ruberlyke, 


A Brand New 
ADVERTISING 
MEDIUM .. 


The Sensational 


T. M. REG. 


PLASTIC 
FONEHOLDER 


= 7's 


Plastic Foneholder is constantly before 
the eyes of his customers and prospects, 
reminding them of his product and/or 
service. An ad on the Foneholder enjoys 
Permanent Preferred Position because the 
Foneholder has proven itself the answer 
to the problem of writing or typing while 
phoning. It increases office efficiency and 
is an asset to any phone and not just 
another gadget. 


Write or wire today for prices 
and details of this NEW plan. We 
imprint the Foneholders with the 
advertiser's message, pack them in 
individual mailing cartons, and en- 
close a gift card. The advertiser's 
name and address appear on both 
the gift card and mailing carton, 
and they are ready for the adver- 
tiser to distribute to his customers 
and prospects. 


“ 
Shows phone hang- 
ing loosely for long 
conversations. 


” 
As used on up- 
right type of 
phone receiver. 


REYAM PLASTIC PRODUCTS CO. 


1525 EAST 53rd STREET...CHICAGO 15 


ILLINOIS 
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30,000 circulation guaranteed in May, 1946: 100,000 circulation guaranteed in November 1946 


NC 100% INCREASE IN CIRCULATION GUAR- 
ANTEE MEANS 100% APPROVAL. TO THE 
ADVERTISER THIS 100% INCREASE MEANS 
hes, | THAT WORLD REPORT IS FIRMLY ESTAB- 
C LISHED ON THE MOST SOLID OF ALL 
FOUNDATIONS — THE 100% APPROVAL OF 
100,000 WORLD-MINDED MEN. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y 


~& <> WORLD REPORT — ‘he No. 1 advertising medium to reach world-minded people <> 
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PRINTING AVAILABLE 


Can accept printing of magazine with about 


a 20,000 circulation. Monthly preferable. Can 


fe help with paper supply. Sheet not larger than 
33 x 45. 


Complete service from manuscript to mailing. 


The Science Press Printing Company 


Lancaster, Pennsylvania 
Phone — Lancaster 6161 


Patman Set to Wipe Out 
Favors Given Big Buyers 
WASHINGTON — Soon after the 
80th Congress assembles in Jan- 
uary, Rep. Wright Patman will 
drop into the “basket” an amend- 
ment to the Robinson-Patman Act 
which will attempt to eliminate 
“sentlemen’s agreements” which 
enable big buyers to get more 
favorable terms than smaller ones. 
According to Rep. Patman, ex- 
isting anti-discrimination law is 
seriously weak in that it does not 


|require a seller to “make known 


to all customers’ quantity dis- 
counts, prices and other terms 
available to other buyers. 


Patman says that in 39 out of 44 


By STANLEY E. COHEN, Washington Editor. 


Advertising Age, September 30, 1946 


lines of retailing, small distribu- 
tors have an advantage of $2.51 
lower expense per $100 of sales 
compared with chain stores and 
mail order houses. 

“With the elimination of illegal 
price discriminations in the form 
of advertising allowances, free 
goods and excessive quantity dis- 
counts, the smaller dealers in the 
cities, rural districts and cross- 
roads will be able to more than 
hold their own,” he says. 

a * * 

Civilian Products Administra- 
tor John Small, convinced that he 
can close shop by the end of 
March, would like to parcel out 
responsibility for future allocation 
of such long-term sticklers as tin, 
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lead and crude rubber. Mr. Small 
would be happy to have Housing 
Czar Wilson Wyatt handle the me- 
chanics of building material ra- 
tioning, but Wyatt coyly insists on 
having CPA retain responsibility 
for the present. = 
* * co 


Newspaper publishers were un- 
happy that Customs Bureau in- 
sisted on issuing an order last 
week restoring the duty on im- 
ports of narrow newsprint rolls 
(AA Sept. 9). They were particu- 
larly unhappy that the order ap- 
plies retroactively to all odd-sized 
paper brought in since July 1. 
With newsprint more critical than 
ever, Custom’s attitude will cer- 
tainly be explored when the Boren 
newsprint committee of the House 
assembles Oct. 2. 

Bo % ok 


Independent rayon and cotton 
clothing manufacturers are finding 
it hard to buck “integrated” teams 
of mills, converters and manufac- 
turers who have found it profit- 
able to work together during the 
war. Government surveys show 
that suppliers often will furnish 
goods only after an extra “con- 
sideration,” such as a percentage 
of profits, or an agreement to sell 
garments to designated purchasers. 

* * * 


Wilson Wyatt has inherited from 
Chester Bowles, in the eyes of the 
National Association of Real 
Estate Boards, the disgrace of be- 
ing a good salesman. An editorial 
in a current association bulletin 
rues the fact that Wyatt has 
‘*‘sold” his program to the National 
Association of Home _ Builders 
which until recently had been a 
“hold out” group. Suggesting that 
Wyatt go overseas ‘“‘as the super- 
salesman of Democracy,” the edi- 
torial cries that “building homes 
is an intricate problem. It offers 
no scope for eloquence and imagi- 
nation.” 

bo * * 

Treasury bond selling staff, as- 
sembled here to see Ted Gamble, 
the wartime director of War Fi- 
nance Division, get the civilian 
Medal for Merit, heard details for 
a heavy saving bond selling drive 
to run from Nov. 11 to Dec. 7. Up 
to Sept. 15, Treasury had sold more 
than $5.5 billion of E, F and G 
bonds, and redeemed $4 billion. It 
would like to sell $8 billion by the 
end of the year, 

* * * 

Continuing in a new, reasonable 
frame of mind, FTC dropped a 
complaint charging that present 
producers of Fada radios mislead 
the public into associating them 
with Fada sets originated in 1920. 
As it has in a number of recent 
cases, the commission decided 
there was not sufficient evidence 
or “public interest” to justify a 
cease and desist order. 

* * * 


Basic conditions which tempted 
as many as 1,300,000 persons per 
year to move out of their home 
states will remain in effect in the 
postwar era, Harry Dreiser of the 
Census Bureau concludes. While 
the shifts will not approach the 
wartime total of 27 million civil- 
ians and military personnel, under- 
development of the “fertile” South, 
and attractiveness of the industrial 
North and West, will keep people 
moving. 


The preferred source 

of daily business news 
for management men in 
the nation’s greatest 
industrial area— 
the Central West. 
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‘Merit Specified’ 
Label Ready for 
Advertiser Use 


Los ANGELES—A promotion 
growing out of an editorial fea- 
ture in Arts & Architecture has 
resulted in a “merit specified” in- 
signia which is likely to figure 
prominently in advertising to pros- 
pective home owners during com- 
ing months, 

Arts & Architecture, published 
here, has just closed its first “Case 
Study House” after a public ex- 
hibit which had attracted more 
than 75,000 visitors since July 21. 
Manufacturers whose _ products 
were selected to be shown in the 
new home had a three-dimen- 
sional advertising medium. The 
expression “merit specified,” 
linked with items from roofing 
materials to can openers, was 
picked up and used in Arts & 
Architecture and other media so 
widely that a “merit specified” cut 
has been designed. 

The publication, in cooperation 
with architects and manufacturers, 
plans to build a series of 16 dem- 
onstration houses to explain mod- 
ern architecture to as many people 
as possible. This “Case Study 
House” program -thus will put on 
the ground the sort of modern 
architecture the magazine has 
been describing for the past six 
years, and invite the public in to 
see it. 

Effect of the program has been 
to move Arts & Architecture into 
the consumer as well as the tech- 
nical field. A count of the July 
issue, which coincided with open- 
ing of the initial “Case Study 
House,’ showed 89 advertisers 
whose products were being used. 
Included were such newcomers in 
the architectural publication field 
as the makers of garden tools, 
grass seed, can openers, whisky, 
electrical accessories, stoves, sheets 
and blankets. 


Air Review Buys 
Annual Publication 


Air Review Publishing Corpora- 
tion, Dallas, has purchased the 
Standard Guide to Private Planes 
from Air Review’s former owner. 
The second annual edition will be 
ready for distribution this fall, 
featuring forecasts of new private 
and executive-type aircraft for 
the coming year, landplanes, am- 
phibians, floatplanes, rotary wing 
aircraft, etc. 

Hans Groenhoff has joined the 


\ gest TEST CITY IN THE miD-WEST 


a 


— 


ZB t/b 


SAYS... 


Another test! Rockford selected as 
nation's only city for test campaign, now 
running, on a soap product. 


Why? Because Rockford is recognized 
as a natural for testing purposes. 


At the Topin Dbbinota 
ROCKFORD 


MORNING STAR 
-REGISTER-REPUBLIC 


111,000 


METROPOLITAN POPULATION 


staff as photo editor and George 
F. McLaughlin as technical con- 
sultant, 


Plans Accessory Drive 

Evans Case Company, Attleboro, 
Mass., has planned a magazine 
campaign for “accessories by 
Evans” fitted handbags, compacts, 
cigaret cases and automatic light- 
ers, using Apparel Arts, Collier’s, 
Esquire, Harper’s Bazaar, Holiday, 
Promenade, The Saturday Evening 
Post, Town & Country, Vogue and 
business papers. R. D. Northrop 


Company, Boston, handles the ac- 
count, 


Two Name Midland 


Price Iron & Steel Company has 
appointed Midland Advertising 
Agency, Chicago, to handle its ad- 
vertising program to promote sales 
of a mobile dump truck for in- 
dustrial plants, mines, foundries, 
and similar establishments. News- 
papers will be used. 

The agency has also been named 
to handle the advertising of 
Suburban Homes Company. 
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Air-Maze Moves to BBDO to the Cleveland office of Batten, 
: ; Barton, Durstine & Osborn. The 
Air-Maze Corporation, Cleve- company manufactures automo- 
land, has moved its account from/tive, aircraft and industrial en- 


Fuller & Smith & Ross, Cleveland, ! gines and accessories. 


~ “HAR 9515 + DEL5560 


414 SO. STATE STREET 


i PostTens is Back Again! 


THERESA 
REASON! 


CRITERION SERVICE 


st 


Oe i yy Sf 
AGES — ALL INCOMES 


..»in Naborhood Shopping Centers where 98% of all food, 
and 85% of all drugs are purchased. 


Criterion completely covers Naborhood Shopping Centers. 
For its audience Criterion selects actual family buyers of food and drug products. Men, women, and children 
respond quickly to the colorful invitation to buy because Criterion posters are placed at busy corners 
close to the stores where these shoppers can buy before they forget your message. Criterion is all day, everyday 
advertising used by manufacturers like Heinz, Ralston-Purina, Swan, Bond Bread, Wheaties, 


Armour, Wrigley, Tip-Top Bread, Borden, General Foods, Corn Products and others. 


iterion 


The Consumer Medium of The Naborhood Shopping Conters 


Ata base cost of only 
$3.60 per panel per month. 
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New Yorker’ Plans 
40,000 Extra Run 
on ‘Hiroshima’ 


New YorK—With demands for 
reprints and reprint privileges 
continuing unabated, three weeks 
after publication of its ‘“all-Hiro- 
shima” issue of Aug. 31 (AA, 
Sept. 9), The New Yorker has 
decided, despite its severe paper 
shortage, to reprint from 35,00 
to 40,000 copies of that issue, de- 
voted to John Hersey’s article. 
Some 32,000 reprints, in regular 
type but without advertising, al- 
ready have been ordered. 

Meanwhile, the impact of this 
article in a magazine with tota, 
circulation of about 300,000 al- 
ready has reached scores of mil- 
lions of people. Commentators on 
virtually all of the nearly 1,000 
radio stations in this country, sur- 
veys have found, have mentioned 
it, some of them devoting one- 
third of their periods to it. The 
American Broadcasting Company 
read the article in half-hour 
periods on four consecutive nights. 
The Manchester Guardian devoted 
a long editorial to it. The Asso- 
ciation of Australian Newspapers 
cabled for reprint permission. 

A few other countries in which 
“Hiroshima” has penetrated are 
Belgium, the Netherlands, Swit- 
zerland, France, China, Japan and 
the Union of South Africa. Some 
of the requests are “official,” 
others from groups, publications 
and individuals, 


‘Herald Tribune’ Reprints 


Despite the New York City 
truck strike, which eliminated its 
advertising and reduced edftorial 
content, the Herald Tribune went 
through with its plan to reprint 
the entire 30,000-word article. 
Some 50 newspapers from Boston 
to San Francisco thus far have 
reprinted it. On Sept. 16 the 
New York News—which seldom 
agrees with The New Yorker on 
foreign policies—devoted all its 


Chester, Pa. 


ALFRED G. HILL, PuBLISHER 
Cc. L. EANES, GENERAL MANAGER 


DON MCKAY, LOCAL ADVERTISING MANAGER 
Nationally Represented by sTORY, BROOKS & FINLEY 


editorial space to comment on the 
article. A  single-day’s grist of 
newly-arrived clippings on the 
desk of Miss Dorothy Berry, pro- 
motion manager, carried stories 
from newspapers in such widely 
separated states as Utah, Minne- 
sota, New York, Iowa, California 
and Ohio. 

Organizations such as the Na- 
tional Committee of Atomic In- 
formation and Americans United 
for World Government have re- 
quested hundreds of copies. Many 


countries represented in United 
Nations meetings are using the 
article. 

But the requests which have ap- 
pealed most to Miss Berry have 
come from school children. About 
150 school children from Forest 
Hills, L. I., called her separately 
over a period of several days, 
probably at the behest of their 
teachers. 

Although The New Yorker has 
a substantial subscriber waiting 
list, more than 400 people have 


Advertising Age, September 30, 1946 


sent in subscriptions with the re- 
quest that these “start Aug. 31.” 

Nearly all of the large agencies 
have asked for extra copies, some 
of them for as many as 50, for 
themselves and clients. A Cana- 
dian advertiser said the article 
had. both “shocked and en- 
lightened” him. An automotive 
advertiser hoped “thousands of 
extra readers will see and study 
this tremendously interesting ac- 
count.” 

But still there were squawkers. 


A Connecticut woman found the 
article “completely unfair to the 
Catholic priests’ and was 
“amazed” that The New Yorker 
would devote “the entire magazine 
to such rot.” She cancelled her 
subscription. But America, lead- 
ing journal of the Jesuit order, 
praised the magazine for “Hiro- 
shima.” 

A New York man _ protested 
against the “editorial caprice” of 
the issue, and requested that his 
subscription be extended one week 


*# 
ARE YOU SQUEEZING OUT THE BIG OUTSIDE AUDIENCE 


on the Pacific Coast, too? 


*Approximately half the retail sales on the Pacific Coast are made outside the 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, Seattle 


and Spokane are located—only Don Lee completely covers the OUTSIDE as well as 


the INSIDE half ...aC.E. Hooper 276,019 coincidental telephone survey proves it. 


Letting the big outside audience in on your radio 
show is plenty worthwhile on the Pacific 
Coast—these folks spend nearly 50% of the 
total 9 billions in Pacific Coast retail sales each 
year. But remember : You can reach them by 
radio only with Don Lee! 

There are four radio networks on the Pacific 
Coast...all of them cover the inside, or seven 
major metropolitan county areas. Don Lee, 
however, is the only network with enough 
stations to deliver the outside audience also—an 
audience just as big and wealthy as the inside. 

The reason for Don Lee’s many stations is 
geographic. Look at a map and you'll see that 
most markets on the Pacific Coast are sur- 
rounded by mountains-— 5,000 to 15,000 feet 


high, The long-range broadcasting of other 


networks can’t reach these markets. Don Lee, 
luckily for listeners, has a station located within 
every important mountain-surrounded mar- 
ket. There are now 40 Don Lee stations, more 
than all other Pacific Coast networks combined. 

It pays to reach the big, prosperous outside 
audience on the Pacific Coast. Do it by put- 
ting your radio show on Don Lee, where 
everyone can hear it. More thang out of every 
10 radio families on the Pacific Coast live 
within 25 miles of a Don Lee station. 


CITY EXAMPLE NO. § : SALEM, CREGON 
An exclusive Don Lee outside market 
TOTAL RETAIL SALES $33,530,000 


Sales Management, 1946, Survey of Buying Power 


The Natwn’s Greatest Regional Network 
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due to the “loss” he incurred 
because of it. A New Jerseyite, 
who said “I subscribe to your book 
for cartoons, satire and that won- 
derful collection of New York 
lore,” was so let down that he 
wanted an extra week. “This 
thing,” he said, “was not what I 
ordered.” "a 


¢ 


Offers Ad Gadget 
Reyam Plastic Products Com- 
pany, Chicago, is offering its 


Ruberlyke plastic Foneholder, a 


plastic piece for cradle phones to 
enable one to have his hands free 
while telephoning, as a goodwill 
builder gift which may be im- 
printed with the advertiser’s name. 


Wolf Joins FC&B 


George Wolf, member of NBC’s 
New York publicity staff, has re- 
signed to become New York pub- 
licity director for Foote, Cone & 
Belding. Jack Burnett, who re- 
cently resigned as FC&B’s national 
publicity chief, formerly directed 
this New York department. 


Names Maxwell Dane 


Swiss National Travel Office, 
official information bureau of the 
Swiss Federal Railroads, New 
York, has appointed Maxwell 
Dane, New York, to handle its 
advertising. 


Hellmann Joins Kopmeyer 

Walter C. Hellmann, advertis- 
ing and sales promotion counselor, 
has joined the client service divi- 
sion of M. R. Kopmeyer Company, 
Louisville, 


7-Up Color Pages 
Hit Home Market 


St. Lours—The Seven-Up Com- 
pany is moving its copy appeal 
from the “mixer” market to the 
home market with a new color 
page magazine campaign begin- 
ning in October. 

Theme of the campaign, “Fresh 
Up with Seven-Up,” is unchanged 
but the copy will feature such 
slogans as “All-American Fun” 


THOMAS S.LEEB, President 
LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38, CAL. 
Represented Nationally by John Blair & Co. 
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and “Be a Fresh Up Family!” 
along with Kodachrome photo- 
graphs of seasonal family scenes. 

Copy, through J. Walter Thomp- 
son Company, Chicago, will run 
in American Magazine, Collier’s, 
Cosmopolitan, Ladies’ Home Jour- 
nal, Life, Parents’ Magazine, The 
Saturday Evening Post and True 
Story. 


Group Changes Name 


Canadian Association of Per- 
sonnel Publication Editors has 
been reorganized to embrace 
dealer and sales house organs, as 
well as personnel publications, and 
has changed its name to Canadian 
Industrial Editors Association. 
William Rattray, Toronto, has 
been elected president. 


Join Pacific National 


The Portland office of Pacific 
National Advertising Agency has 
added Milton A. Foland as account 
executive, Robert E. Gillespie as 
production manager, and Kenneth 
W. Fitzgerald as copy writer. All 
have been recently discharged 
from the Army. 


The Big Third Of 
The State— 
ONE NEWSPAPER 
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30% 


OF N. C. RETAIL SALES 
($352 MILLIONS) 


30% 


OF N. C. EFF. BUYING INC. 
($757 MILLIONS) 


28% 


OF N. C. FOOD SALES 
($73 MILLIONS) 


5O% 


OF N. C. FARM INCOME 
($494 MILLIONS) 
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The ‘ONLY Morning and Sunday 
Daily published in the 33 County 
“Golden Belt of the South.” 


Raleigh, North Carolina’ 
Represented Nationally by THE BRANHAM COMPANY 
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*516,298 Executive 
Subscribers” 
All Paid 


So use all four 
if you can BUT.. 


Nation’s Business 


ALONE IS NOW READ BY 
HALF OF THE MILLION 
WHO BUY IN BILLIONS! 


NWASY se 
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Promotes Air Tour 


Travel Bureau, Berkeley, Cal., 
through Ad Fried Advertising 
Agency, Oakland, for the first time 
is promoting an all-expense 40- 
passenger chartered flight to Ha- 
waii. The first schedules include 
the San Francisco Chronicle, San 
Francisco Examiner and Wall 
Street Journal, with additional 
newspaper and radio to be used 
throughout northern California. 
The cost of the nine-day holiday, 
including hotel accommodations, 
conducted tour of Hawaii and ad- 
jacent islands, and air transporta- 
tion in a DC-4 liner is $590 plus 
tax. 


Firm Packages Jingles 

As was well nigh inevitable, a 
firm has been organized to package 
radio jingles and spots. It’s called 
just that—Jingles & Spots, and is 
headed by Phil Davis, musical 
director of the “Hires Sunday 
Party” on ABC. The outfit, with 
offices in New York, already has 
turned out commercials for such 
products as Italian Swiss Colony 
wine, Lydia Pinkham’s tonic, and 
Sessions peanut butter. 


The Chicago Association of Commerce estimate of 1946 
income payments to individuals in the Chicago industrial 


area—inclusive of wages, salaries, rents, dividends and inter- 


est— approximates $7,500,000,000. 


Today, the earning millions and the spending millions 
are the middle millions...a vast, responsive audience that for 


over forty-six years has read with interest and confidence 


the Hearst newspapers of Chicago. 


To advertisers who hope to improve or secure volume 
sales in Chicago, the combination of the Herald-American 
...daily with more than half a million readers and Sunday 
with more than a million...is essential if Chicago's present 


unprecedented purchasing power is to be developed into sales. 


[THE } AMERICAN }{PEORLE }> 
EVENING AND SUNDAY 


Nationally Represented by HEARST ADVERTISING SERVICE 


ELECTED—Following the first fall lunch- 
eon meeting of the New York Chapter, 
American Association of Newspaper 
Representatives, in New York City re- 
cently, Frank Meeker (left), of Osborn, 
Scolaro, Meeker & Co., new national 
president of the AANR, looks over 
some color-film transparencies shown 
him by Doug Taylor, of J. P. McKinney 
& Son, who was reelected secretary of 
the national organization. 


Cigaret Business 
Reaches Plateau 


New YorK — Eighteen months 
ago cigaret queues were a com- 
mon sight in front of drug and to- 
bacco stores. Today most of the 
cigaret manufacturers are  pri- 
vately conceding that the day of 
the seller’s market in tobacco has 
passed. Cigaret output, for the 
time at least, is pegged around 
332.2 billion cigarets, a figure 2% 
lower than 1945, the Wall Street 
Journal reports. 

Marketing men think that 
esigaret consumption will be af- 
fected by three factors: (1) the 
reduction of Army, Navy, Red 
Cross and UNRRA as overseas, 
consumers; (2) the rising cost of 
tobacco, passed on to the public 
at a cent-a-pack; (3) an increas- 
ingly economy-minded public. 

The surest sign of the times, 
prognosticators say, was the re- 
scinding of a price increase by 
Liggett & Myers when it discov- 
ered its principal competitors 
would not join in the advance. 
Cigaret consumption has risen 
sharply over the years, from 34.9 
per capita at the turn of the cen- 
tury to 2,000 per capita in 1945, 
but each downward dip of the 
business cycle finds a quick reac- 
tion in the amount of cigarets 
bought, 


Yankee Net Names Curtin 


Charles Curtin, production su- 
pervisor of Yankee Network, has 
been named manager of the new 
Yankee Network outlet, Station 
WMTW, Portland, Me., which is 
expected to be in operation by 
Oat. i. 


West-Marquis Moves 


West-Marquis, Inc., has moved 
its Los Angeles office to a con- 
verted residence building at 1220 
Wilshire Blvd. 


CANNOT BE SOL 
FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% Home - carrier - delivery and 

73% Bayonne family subscription 
gives us a unique ability to 
get you enduring results in 
a community we have been 
serving for 76 years. 


THE BAYONNE TIMES 


NEW JERSEY 
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‘Oregon Market’ 
Needs Stressed 
in Ad Campaign 


PorTLAND, OrE.—Convinced that 
many manufacturers are passing 
up the real sales potential of a 
greatly expanded “Oregon mar- 
ket,” the Portland Oregonian has 
embarked upon a campaign to tell 
the story of “A market that shouts 
sales opportunity!” 


NBC Retains KELO 
as S. D. Affiliate 


NBC’s programs henceforth will 
be aired in South Dakota only 
over KELO, 250-watt unlimited- 
time outlet in Sioux Falls. The 
network had to choose between 
this station and KSOO, a 5,000- 
watt daytime-only station, follow- 
ing an FCC ruling which split 
ownership of the two stations. 

Until recently NBC aired some 
of its offerings over KELA, others 
over KSOO. KELO now is oper- 


ee 


ated by the Mid-Continent Broad- 
casting Company, while KSOO 
still belongs to the Sioux Falls 
Broadcasting Association. 


United Wallpaper Moves 


United Wallpaper, Inc., Chicago, 
maker of Trimz,:has switched its 
export account from Export Ad- 
vertising Agency to Irwin Vladi- 
mir, 
Hobbs as account executive. Mac- 
Farland, Aveyard & Co. will con- 
tinue to handle the company’s do- 
mestic advertising. 


4 oct ie rh er 
Ee ae ieee 


Inc., with Col. Richard H. | 


Appoints Whitney 

Louis Whitney, for the past 
seven years with American Viscose 
Corporation in charge of retail 
activities and field representatives, 
has been named merchandise edi- 
tor of Cosmopolitan, New York. 
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Appoints Ad Fried 


Weichert Western Dental Lab- 
oratory, San Francisco, has ap- 
pointed Ad Fried Advertising 
Agency, Oakland, to handle its ad- 
vertising. Business papers and di- 


rect mail will be used, 


GIBBONS 


AOVERTISING 


KNO 


TORONTO MONTREAL WINNIPEG 


J. J. GIBBONS 


BAY STREET. - TORONTO 
REGINA, 


WS CANADA 
LTD. 


MERCHANDISING 


CALGARY EOMONTON VANCOUSER 


Between now and mid -No- 
vember, the Oregonian will run 
page and spread advertisements 
in Business Week, Time and 11 
business papers serving widely 
varied fields, emphasizing the 
postwar importance of the Oregon 
market—its home state and the 
seven counties in southwestern 
Washington. 

This market, the newspaper 
points out in a 28-page booklet, 
contains 1,500,000 people with ex- 
pendable income of $2 billion. 
Effective buying income is up 
184% over 1939, it adds, warn- 
ing manufacturers that quotas 
based on outdated figures will fail 


= to meet today’s consumer needs in 
rol the area. 
th Producers are told that this is a Yo of Country’s 
a “packaged market,” since Port- New England GAIN IN Gain 
’ aa land is the only metropolitan 3.5% 
center as well as the wholesale 
Mi 249,025 
po distributing center, and that it “is ote Aitnatte WIRED HOMES 11.3% 
as big as Cleveland, Boston or 
— Washington, D. C.” East North Central 418,381 4 YEAR PERIOD 19.09, 
“A long period of top speed pro- ‘ 
re duction is assured through world- Wess tees Gente 169,584 1942-1945 9% 
that wide demand for the products of 
r this area—lumber, agricultural 
i. \ products, processed and manufac- West 16.8% 
Red tured goods,” the pooklet explains. 
“Distributors and wholesalers here 925,958 42.0% 
‘~~ must meet the demands from a SOUTH 
lic greatly expanded Oregon market. 
" ; This means a greatly increased 
_ sales potential for your product, New England 2.5% 
if you assist wholesalers and re- 
ya tailers in meeting new market Middle Attaatte 238,903 GAIN IN 10.4% 
by a CENTRAL STATION 
ih . 415,967 18.2% 
tors Pursell Joins Hall East North Central CUSTOMERS o 
nce Harold F. Pursell, formerly sales 4 YEAR PERIOD 
isen promotion manager of Moore West North Central 176,213 7.7% 
34.9 Business Forms, Niagara Falls, 1942-1945 
-en- has joined the staff of Melvin F. - ones 16.7% 
945 Hall Advertising Agency, Buffalo, est F 
the as associate and account executive. 
pac- —_—_— SOUTH 1,020,713 44.5% 
rets Grobe Joins Lutz EE 
John A. Grobe, formerly with 2 pipe 
. Campbell Soup Company, has New England § 0 
rin joined John E. Lutz, Chicago, GAIN IN OUTPUT ELECTRIC 
su- newspaper representative. 5,289 9.8 
has nannies LIGHT AND POWER INDUSTRY * 
new 
tion East North Central 11,276 1942-1945 20.8% 
n is 
b 
y West Herth Contre! GAIN IN MILLION KW HRS. 5.1% 
West 14.697 27.1% 
ved 
-on- Hey Mom—it won’t be long 18,757 34.6% 
1220 before we'll get our copy of SOUTH . 
the big 25th Birthday issue 
— of Child Life! Our favorite 
magazine always — and now g 
4 or eee Se Se eee Korea a YWbarker for electrical equip- 
po Mlgg cote Fs — ment and appliances, assured by the gain in wired homes, gain 
in central station customers and gain in output in millions of 
KW-Hours! It’s a market that already exists—not a forecast of 
the future—a market in the South and Southwest that is grow- 
ing more rapidly than that of any other section of the country. 
ELECTRICAL SOUTH, covering all branches of the electrical 
industry of the Southern and Southwestern states with 10,750 
copies monthly, is your logical medium for selling this huge— 
Yes—and smart advertisers are fast growing—electrical market. 
cashing in on this unusual Xmas 
merchandising plan by sending 
copy now. Big new circulation 
—special promotional assistance C C 
—sparkling new edito-ial fea- ELE TRI AL SO UTH 
— ay na egg Rad nn 
é s é ew ngn valu 
for “Christmas advertising dol Ww. R. C. SMITH PUBLICATION 
lars! Hurry—t tt ‘ 
13th deadline, send ‘copy now. GRANT BLDG. ATLANTA 3, GA. 
é as Ss “1é 
Birthday “see merchandising ABC and ABP 
tie-ins! ‘ 


Child Life 


ves Celebrating 25 Years’ Service 
to the American Family 


1 E. 42nd St., N.Y. 17 
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Form Physioc & Merckle 


Joseph A. Physioc, who before 
the war was vice-president of Wm. 


W ° H. Rankin Company in-charge of 

To hom It May Concern . merchandising and -—. 9m 
eee le, e li 

For Some Time Now The Facilities Of a So, See 


relations director of Lansing As- 
UNIVERSAL Have Been Almost Totally Employed In The Tran- || sociates, have formed a_ public 


scription “And Re-broadcast Of Programs On The American | relations firm, Physioc & Merckle, 


° at 366 Madison Ave., New York 17. 
Broadcasting Company Network. Warren F. Redden, who recently 


For This Reason We Were Not Able To Make Our wrote, produced and — an 
Facilities Available To Agencies, Record and Transcription ge ral "Ccteneatin Re 
Companies. NOW We Have Leased Chicago's Largest Inde- |/Toftec, has been named head of 
pendent Studio And Are Pleased To Announce The Availability || the firm’s industrial motion pic- 
Of The Finest Recording Facilities And || ture department. 

Studio To The Trade. ae ee 
Turley Promoted 

E. Lee Turley, formerly general 
sales manager of McLaurin-Jones 


; Company, Brookfield, Mass., 
gummed and coated paper manu- 
L facturer, has been appointed vice- 

, president in charge of sales. 


J RECORDING CORPORATION 
Names Funkhouser 
42ND FLR., 20 N. WACKER DRIVE Zigler Canning Cooperative, Inc., 


Timberville, Va., has appointed 


AMB 2142 CHICAGO 6 STA 5635 || Justin Funkhouser & Associates, 


Baltimore, to handle its. adver- 


tising. 


“The trouble is you just can't say No to Florida's 
Floating Population.” 


Florida’s seasonal visitors constitute a truly 
awesome buying market. Last year about 
41/, million of them spent close to one billion 


dollars. And all portents indicate a bigger 
season than ever coming up. 


The surest way to sell this vast, spending 
audience is to reach them through their fa- 
vorite daily. The Miami Herald is not only 
the dominant voice in South Florida, but 
enjoys the largest statewide circulation of 
any morning or evening paper in the state. 
And, through its Clipper Edition flown daily 
to Latin America, The Herald is now help- 
ing to shape the buying habits of a great 
new international audience. 


Interested in the 
great Latin mar- 
ket? ... Write 
for your copy— 
The Story of The 
Herald Clipper 
Edition. 


GREATER MIAMI —''AN INTERNATIONAL MARKET!"' 
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Wallace S. Hill, eastern ad mgr. of Outdoors magazine, recently 
returned from vacationing in Quebec where, at Lac Bouchette, the 
party averaged 10 trout per day—up to a four and a half pounder. 
Incidentally, he insists the bears are so plentiful that tin cans are 
tied to the pillars on the camp porches to keep them off the roof... 

The stork paid an early visit to the wife of John F. Short, ad 
mgr. of the Philadelphia Gas Works Co., and brought the family 
plenty of publicity, just while Short was busiest trying to handle 
publicity for the American Legion convention. As a result, the 
couple made a dash by auto from their Ardmore home to the hos- 
pital. By the time Short could summon a nurse to the waiting car, 
a six and a half pound baby girl had been born... 

Arthur E. Lathrop Jr., Yankee Network’s director of merchan- 
dising, has started teaching a course in advertising principles at 
the evening division of Boston 
University’s College of Business 
Administration. Lathrop, who 
has been with the Yankee or- 
ganization since 1943, is a Bos- 
ton U. grad... 

The Junto in Philadelphia, 
which claims to be the coun- 
try’s largest adult school, is of- 
fering a nine-week course in 
publicity - public relations and 
the instructor will be Henry 
Klein, head of his own public 
relations agency in Philadel- 
ae ‘ : < phia, who for the past year has 
a ee ies ~. taught the Junto’s ad course... 

Chester J. LaRoche, chairman 

ee ae web-footed fellow 4 ¢ the board of LaRoche & Ellis, 

g on the desk is one of four : 

ducks presented to Frank Falknor, as- and other Yale alumni spent a 

sistant manager of WBBM, Chicago, ay in New Haven recently in- 

as birthday presents. Friends said the terviewing the university’s new 

gifts were-in retaliation for those Mr. Negro football star, Levi Jack- 

Falknor handed out to his associates son. . . Joe Russakoff, head of 

on birthdays, weddings, etc. Manhattan’s Vanguard Adver- 

tising, is home from Jamaica 

Hospital, Long Island, where he was operated on for appendicitis 

Sept. 13... Another convalescent is Lawrence R. Fink, pres. of the 

FR Corp., New York (Scoop), who was stricken and rushed to a 
hospital after a recent Chi. business trip. . . 

Newly-engaged are Lucia Harman “‘Nicholson, daughter of H. 
Burke Nicholson, v.p. in charge of Coca-Cola bottling sales, and 
William Jay Schieffelin II, whose family produces, among other 
items, Teacher’s Scotch and Don Q. rum. Miss Nicholson will marry 
Ernest Owen Lines, Toronto, former Canadian Army lieut. who 
was wounded in Holland, and Mr. Schieffelin, currently finishing 
his studies at Yale after overseas Army service, will marry Joy W. 
Proctor, New York. . . 

The seven-story residence at 29 Beekman PIl., formerly the home 
of CBS board chairman William S. Paley, has been purchased by 
Albert D. Lasker, who has been occupying it as a tenant, for $175,- 
000 from the William S. Paley Foundation, Inc. Mr. Lasker for- 
merly headed Lord & Thomas and is now a Pepsodent director. . . 

Hal Bock, chief of NBC’s video dept. in Los Angeles, has returned 
from two weeks’ vacation on Catalina Island with Mrs. Bock... 
Wallace E. Campbell, v.p. in charge of public relations of Fuller 
Brush Co., was “guest analyst” at the opening fall meeting of the 
Hartford “Man Marketing Clinic.” .. Arthur Hays Sulzberger, presi- 
dent and publisher of the New York Times, and Mrs. S. have an- 
nounced the engagement of their daughter, Judith Peizotto Sulz- 
berger, to Matthew Rosenchein Jr... 

Congrats have come thick and fast at WONS, Hartford, recently, 
what with salesman Richard Bronson marrying Connie Adams; sta- 
tion mgr. Ralph W. Kanna’s 
secretary, Lorraine Miller, be- 
ing wed to Marvin Peck, and 
Crean Patterson, announcer, 
and Mrs. Patterson becoming 
proud parents of a baby, Pa- 
tricia. . . Harold W. Douglas, 
v.p. of Benton & Bowles, and 
Gordon Cole, ad director of the 
Can Manufacturers Institute, 
are on a three weeks’ circle trip 
of the U. S., out of New York... 

Two new Connecticut en- 
gagements: James W. Danaher 
of the Hartford Courant’s ad 
staff, to Barbara M. Anderson —- 
of New Britain, and Edgar J. 

Camp of the Calvin Picone AFRICA'S NEXT—Will C. Grant, agen- 
Studio for Advertising in East of et pet ore ina prance tal 
Hartford, to Dorothy Elizabeth Samuel W. Hepworth (right), manager 
Keeley, Portland, Me., artist. - of the Dallas office, of plans to make 

Ted Gamble, the erstwhile South Africa next on his expansion 
Portland, Ore., newsboy who timetable. He expects the office at 
became wartime director of the Johannesburg to be opened early next 
war finance div. of Treasury year, with others to follow before the 
Dept., received the Civilian end of ‘47 in the Philippines, Australia 
Medal for Merit from Treasury and New Zealand. 

Scy. Snyder recently. . . 

Jack Snow, who works as a writer in NBC’s ad and promotion 
department and in spare time writes stories of vampires, ghosts 
and other shady characters, has signed a contract with Reilly & 
Lee Co., Chicago publisher of the Oz stories, for an annual Oz book 
to continue the series L. Frank Baum originated more than 40 
years ago. First is “The Magical Mimics of Oz.” This fall Herald 
Publishing Co. will put out his book of occult stories, ‘Dark Music 
and Other Spectral Tales,” and he’s also at work on an anthology 
of ghost stories, “Tales of the Disembodied.” . . 

Abbott Kimball, who heads his own New York agency, is the 
new treas. of the Nat’] Cancer Foundation. . . 
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Unit for ‘Hot 
Foot’ Insecticide 


- BIRMINGHAM,: ALA. — American 
Chemical Company, manufacturer 
of Hot Foot insecticides, has estab- 
lished an export department -with 
headquarters in Memphis and is 
appointing representatives in 34 
new marketing territories outside 
‘the United States. 

Ramon Leon, who has been en- 
gaged in the import-export busi- 
ness for more than 20 years, has 
been named to head the new de- 
partment. The company’s long- 
range plans call for opening for- 
eign markets as quickly as pos- 
sible while continuing to expand 
its territory in the U. S. 

American Chemical manufac- 
tures 15 different types of Hot 
Foot insecticides, six of which 
contain DDT. It increased its sales 
300% during 1945 and foresees a 
sizable increase in volume this 
year in domestic markets. It in- 
creased its advertising budget sub- 
stantially at the beginning of this 
year when Liller, Neal & Battle, 
Atlanta agency, took over the ac- 
count. 

The company has adopted a 
program of small-space ads, con- 
centrated in the summer season in 
some 120 newspapers; trade pub- 
lication space, sales literature and 
dealer tie-in material. 


Sitroux Launches 
Kerchief Campaign 


Sitroux, Inc., New York, will 
schedule Ladies’ Home Journal 
and Woman’s Home Companion to 
promote Sitroux kerchiefs, dispos- 
able tissue handkerchiefs. The 
kerchiefs are two ply, the size of 
a regular handkerchief, folded 
like one, and come with embossed 
borders. 

Copy will emphasize that it’s 
“smart” to use these tissue ker- 
chiefs to save fine linen or cotton 
ones. The package is featured in 
the ads as a compact box which 
will pack easily into the smallest 
traveling case. Advertising will 
point out an additional use as a 
cocktail napkin. Franklin Bruck 
Advertising Corporation, New 
York, is the agency. 


CLIP AD TO LETTER-HEAD 


Pere es ee ee ee ee 


' FREE! ... mail this now! 1! 


i EVEX CATCHERS, Inc. 10 E. 38th St., W. Y. 16 . 


rT Please send FREE proofbook referred te in ad. 
No obligations, aa 
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_ Sets Up Export 


Northam Warren Names 
Three Sales Executives 


Northam Warren Corporation, 
Stamford, Conn., manufacturer of 
Cutex and Odorono preparations, 
has appointed J. Ernest Redmile, 
Dana W. Rhines, and Alfred C. 
Wakefield, as sales manager, field 
sales manager and assistant gen- 
eral sales manager, respectively. 
Mr. Redmile, who succeeds the 
late Elmer Freed, formerly repre- 
sented the company in Phila- 
delphia, Baltimore, Washington, 


and Pittsburgh. For 10 years Mr. 
Rhines has been sales manager 
for two leading cosmetic distribu- 
tors, and Mr. Wakefield has been 
with the company for 13 years. 


Copy Tells of Awards 
Hume & Rumble, Vancouver 
electrical contractor, throu gh 
O’Brien Gourlay, Vancouver, is 
using space in construction and 
other trade journals in a current 
campaign. The copy highlights 
commercial contracts which have 
been awarded the company. 


To Addison Lewis 


Minnesota & Ontario Paper 
Company, Minneapolis, has ap- 
pointed Addison Lewis & Asso- 
ciates, Minneapolis, to handle the 
advertising of Insulite insulation 
board, printing papers and other 
forest products. 


Isolantite to Mercready 


Isolantite, Belleville, N. J. manu- 
facturer of steatite and metal com- 


bination parts for use in the elee- 
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trical, communications and elec- 
tronic industries, has named Mer- 
cready & Co., Newark, to handle 
its advertising. 
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Ask for || CARDY-LUNDMARK CO. 
Somples {| 1801 BYRON ST. — CHICAGO 


Travel an 


announces the 


Hearst Advertising Service 


Etallishment of @ 


d Resort Department 


Mr. John Whiteley, Manager 


lo nofrrcsent the 


NEW YORK JOURNAL-AMERICAN 


BOSTON RECORD-AMERICAN AND SUNDAY ADVERTISER 
PITTSBURGH SUN-TELEGRAPH 


following newspaper 


DETROIT TIMES 


BALTIMORE NEWS-POST AND SUNDAY AMERICAN 
ue ALBANY TIMES-UNION 


CHICAGO HERALD-AMERICAN 


———— 


Mr. 


Mr. John Whiteley, so well kn 


with Hearst Newspapers, bring 


years ex 


sentatives | 
Chicago. The 


service to resort 


families daily and 


Hearst Advertising 


perience together with that of a 
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Herbert H. Beck, for many year 
seven newspapers repre 
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British Firms 
Begin Foreign 
Broadcasts 


Lonpon—After considerable de- 
lay and much advice from Brit- 
ain, Radio Luxembourg broadcast 
its first postwar British commer- 
cial Sunday, Sept. 29. 

First commercial broadcasts 


from the Continental station are 
sponsored by Cadbury’s chocolate, 
Ovaltine and Horlick’s beverages. 
A fourth prospect, described only 
as ‘‘an important film corporation,” 
is believed negotiating for air time 
now. 

A major hurdle for the British 
radio advertisers are the current 
restrictions on exchange, which 
make foreign payment difficult. 

American advertisers so _ far 


Qrure. BUT NOT OUT! 


Old Demon Newsprint Shortage has us on the mat.. . 
MURDER! For it means rationing advertising space... 
. it means national and local advertisers 


low lineage records 


and it’s 
it means 


can’t do justice to the tremendous importance of our market. 


Tem. « 
eventually .. . 
bination . . 
Beach Market! 


down but NOT out. 
and THEN, as always, we'll be a winning com- 
. the Greater Press-Telegram, and the Greater Long 


For we'll lick this demon 


Now Nearly 80,000 Net Paid Daily Circulation 


LonGg BEACH 


Fhess-leleghan 


SS Press Teicoram == 
‘A BALANCED NEWSPAPER} — 
IN A BALANCED MARKET! 


REPRESENTED NATIONALLY BY WILLIAMS, LAWRENCE & CRESMER 


Los Angeles - San Francisco - 


Detroit - Chicago - New York 


COLLINS MILLER & 
HUTCHINGS 


Va Sag saving 


207 N. MICHIGAN AVE. CHICAGO 


have refrained from buying Radio 
Luxembourg time. Principal ob- 
jection to use of the station has 
been the recent British blast 
against foreign commercials. Brit- 
ish authorities made it clear then 
that such commercials were far 
from welcome. 


New Capitol Area 
Station Gets CP’s 


The FCC has granted a con- 
struction permit for a new 1,000- 
watt AM daytime station, WGAY, 
in Silver Spring, Md., designed 
to serve the metropolitan Wash- 
ington, D. C.-Maryland area. A 
permit to the same firm, the Tri- 
Suburban Broadcasting Corpora- 
tion, to operate a Class A com- 
munity FM station was granted 
late last month, 

President of Tri-Suburban is 
John W. Kluge, recently eastern 
representative of several paper 
mills and of Otten Brothers Com- 
pany, a Detroit paper products 
firm. He will be WGAY’s com- 
mercial manager. Programs will 
be supervised by Joseph L. Brech- 
ner, now director of radio serv- 
ice of the Veterans Administration. 


bade: 
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‘Sing’ Detergent 
Opens Campaign 
in Chicago Area 


Cuicaco—Hood Chemical Com- 
pany, Pittsburgh, is launching a 
six-months’ campaign here for 
Sing, synthetic detergent, with 
space in five local newspapers and 
an extensive house-to-house free- 
sample campaign. Radio may be 
used later, on seven local outlets. 

The campaign, with a budget 
of $150,000, also includes window 
displays in about 900 stores, vir- 
tually all of which are grocery re- 
tailers. Harley F. Jones Company, 
Chicago broker, will handle the 
distribution of free three-ounce 
samples to about 1,250,000 homes 
in the Chicago area. 

Other cities in which Hood is 
offering Sing include Dayton, O., 
Detroit, Pittsburgh, Milwaukee, 
Buffalo, Peoria, Ill, and other 
central eastern markets. 

Sing was introduced by Hood 
Chemical Company about six 


months ago. Walker & Downing, 
Pittsburgh, is the agency. No na- 
tional copy is being planned now, 
according to the Chicago broker. 


Stokes, Kilian Promoted 


Harold B. Stokes, formerly 
music director of Station WGN, 
Chicago, and composer for Wild- 
ing Pictures, Chicago, before join- 
ing American Broadcasting Com- 
pany as a producer in 1944, has 
been appointed program manager 
of the ABC central division in 
Chicago. Fred Kilian, acting pro- 
duction manager of the division, 


has been appointed production 
manager. 
KWEH Appoints Kellam 


K. K. Kellam, formerly manager 
of Station KTHS, Hot Springs, 
Ark., has been appointed acting 
manager of Station KWKH, 
Shreveport, La., succeeding Fred 
Ohl, who resigned. Jack Wolever, 
formerly program director of 
KTHS, has been named to succeed 
Mr. Kellam. Joe A. Oswald has 
resigned as commercial manager 
of KWKH. His successor has not 
been named. 


c 


= 


The fourth in a series of frank talks about the aluminum industry and Alcoa 


YOU Have an Important Stake 


U.S. Patents Nos. 2375342, 
2375343, 2107919, and 2280998 


WHY? 


Because these were the only important basic 
patents which might have hampered the govern- 
ment in disposing of 700 million dollars worth 
of war-built aluminum plants your money 


helped pay for. . . 


Because Aluminum Company of America, 
which developed these patented processes after 
many years of research and the expenditure of 
large sums, voluntarily licensed the government, 
free of charge, to use these patents at the huge, 
government-owned Hurricane Creek alumina 
plant, with the right to sub-license whatever 
competitors might operate that plant... 

Because rapid reconversion and a high level of 
employment are important to your prosperity. 

Attorney General Tom C. Clark said: 

“Tt is this teamwork of government and busi- 
ness—evidenced by the public-spirited action 
of Alcoa in granting a royalty-free license and in 
the co-operative spirit of the Reconstruction 
Finance Corporation and the Surplus Property 
Administration—that will get the reconversion 


job done.” 


Briefly, these four basic patents cover pro- 
cesses for obtaining alumina from low-grade 
ores, plentiful in the United States, on a basis 
which makes this alumina economically com- 
petitive with alumina obtained from high-grade 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, PENNA. 


processes, 


way: 


ores which the war virtually exhausted in this 
country. The great Hurricane Creek alumina 
plants, built for the government by Alcoa, was, 
of necessity, designed to use these patented 


The Hurricane Creek plant and nearly all the 
other important government-owned aluminum 
plants suitable for peacetime use have been 
leased to competitors of Alcoa. The operation of 
these plants and the continued employment of 
thousands of men and women have been assured. 
And that is one of the reasons why you have so 
big a stake in the four patents listed above. 

W. Stuart Symington, then Surplus Property 
Administrator for the government, put it this 


“The Aluminum Company of America made 
an outstanding contribution to the winning of 
the war, for which this Nation should be forever 
grateful. Your public-spirited action in giving 
the government a free license under your alumina 
patents for use at the Hurricane Creek plant is, 


of course, less dramatic, but none the less an 


ALCOA 


equally significant contribution to the winning 
of the peace.” F 

Follow the news on aluminum by watching 
for the rest of this series of advertisements in 
this publication. 
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MICHIGAN’S GREATEST ADVERTISING MEDIUM 
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D-F-S Names Santracoce 


Thomas R. Santracoce, with 
Lever Bros. Company for more 
than 20 years as New York divi- 
sional sales manager for Pepso- 
dent and assistant drug field man- 
ager for Lever Bros. drug division, 
has been appointed merchandising 
manager of Dancer-Fitzgerald- 
Sample’s New York office. 


To McCann-Erickson 


D. B. Rosenblatt Company, Min- 
neapolis, manufacturer of men’s 
and women’s outer garments, has 
appointed the Minneapolis office 
of McCann-Erickson to handle its 
advertising. National men’s and 
women’s style and service maga- 
zines, plus dealer helps and pro- 
motions, will be used. 


OPTICAL ILLUSION =:.- “: 


object 
wish to draw appear on the drawing paper in 
rich detail. Low-cost invention makes draw- 
ing simple tracing. Useful for portraits, pro- 
files, scenery, copying, enlarging, reducing. 
Free details. Dept. 31J, BEELER ENTER- 
PRISES, NO. HOLLYWOOD, CALIF. 


PAC Primes Cl0 
Unions for Drive 


fo Get Air Time 


Handbook Tells Labor 
Groups to Protest 
'Unfair' Refusals 


New YorK—The CIO’s Political 
Action Committee, alert to its 
“rights” to radio time, disclosed 
last week that it is loading local 
unions with ammunition not only 
for use on the air in the Novem- 
ber congressional campaigns (AA, 
Sept. 23), but for convincing local 
stations that PAC should have the 
time. 

Jack Kroll, PAC director, an- 
nounced that CIO units through- 
out the nation are being mailed 
a kit of radio information and 


materials including a handbook 
which “explains radio operation 
in terms of the public interest and 
the rules set forth by FCC, how 
to get and use time, what proce- 
dures to follow if discrimination 
occurs, and a discussion of FM 
radio.” 

FM, PAC charges in the hand- 
book, “is being monopolized by 
the big commercial radio groups, 
the NAM boys and the industrial 
cartels.” 

“Every trade union should plan 
to use radio this year and every 
year thereafter,” the booklet urges. 
“Take it for granted that time will 
be made available to you.” 


Recommends 6 Steps 


Under a heading, “If You Get 
in Trouble,” the handbook recom- 
mends, “Some station managers 
are friendly. . . But some station 
managers refuse to give you free 
time or even sell you time for 
your campaign. They play favor- 
itism. Do not let them bamboozle 
you, 

“When a station manager re- 


Pe ARS, 
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fuses to give you free time or to 
sell you time here is what you 
do: (1) You ask the station man- 
ager to give his refusal and his 
reason for refusing in writing; 
(2) copy that letter and attach 
it to your explanations why you 
think this refusal is unfair; (3) 
send copies of his and your letter 
to Charles Denny, acting chair- 
man, Federal Communications 
Commission, Washington, D. C.; 
(4) send copies to the CIO Politi- 
cal Action Committee for our at- 
tention and action; (5) let the 
station manager know how widely 
you are distributing your protest 
of his unfair treatment. Let your 
local newspaper know about it; 
(6) if there are other radio sta- 
tions in your community, approach 
them for time while your protest 
is publicized.” 

Campaign materials already be- 
ing distributed or soon to be made 
available to locals by the national 
PAC include scripts for 15-minute 
roundtable forums, recorded half- 
hour broadcasts featuring Holly- 
wood personalities, and  tran- 


Today it’s readin’ 


How the 
three R’s became four 


)» ritin’,’rithmetic.. and RADIO. 


Radio has become one of the teacher’s most 


versatile tools. In science, social studies, music, 


and literature, the classroom radio enriches 


and supplements the work of 


the teacher. 


To pupils, it brings valuable 


educational experiences in an 


interesting and effective way. 


In leading cities, as many as 


85% of the schools are using 


radio as an essential part of class- 


room instruction. 


EDUCATION BY RADIO 
A growing movement of tremen- 


dous potential for every school child 


today .. 


In the spirit of public service, 
Westinghouse has taken an im- 
portant place in this movement 
with the founding in 1943 of 
Radio Workshops for Teachers. 
In these Workshops, teachers are 
grounded thoroughly in radio 


fundamentals and techniques. 


In turn, the teachers put this knowledge to 


work by creating and producing educational 


programs of unusual merit, broadcast regularly 


during the school year, especially for class- 


room reception. 


In addition, through their training 


in utilization and evaluation of 


radio programs, teachers are able 


to guide students’ extra-curricular 


listening preferences into the more 


rewarding channels. 


To maintain and develop this unique 


for Westinghouse. 


educational program takes much 
time, considerable effort, and no 
little money. Frankly, the com- 
mercial potential is nil. But we feel 
this is a decisive step toward Jetter 
radio in the public interest.. which 


makes it more than worth while 


Westinghouse 


RADIO STATIONS 


INC 


KDKA + KYW - WOWO + WBZ + WBZA + KEX 


National representatives, NBC Spot Sales — except for KEX 
For KEX, Paul H. Raymer Co, 


scribed, non-partisan register-to- 
vote and get-out-the-vote spots. 
Some of the spots are in dra- 
matic form, others musical. One 
urges “Cast your vote” to the 
tune of “One Meat Ball.” Another 
slaps inflation in calypso time. 
Still another chants about “The 
Disappearing Dollar.” A spiritual- 
type number pleads for housing. 


Issue 50,000 Handbooks 


Unions will try to get the non- 

partisan spots and programs aired 
free, PAC said, and will buy time 
for those treating issues. Fifty 
thousand copies of the radio hand- 
book are being issued. About 
$3,000 was spent producing the 
transcriptions. Mr. Kroli said no 
estimate could be made of the 
total amount the unions would 
spend to buy time. 
While no purchase of network 
time is contemplated, the PAC 
director said the national organi- 
zation will ask equal time to an- 
swer any attacks on CIO made 
over the networks. For example, 
he said, PAC asked and received 
promise of time from NBC to 
answer an attack on CIO by Car- 
roll Reese, Republican national 
chairman, last July. Mr. Kroll 
said he will deliver the answer 
over the network Oct. 11 at 10:45 
p.m. from Chicago. 


French Labor 
Posters Lash 
Black Market 


Parts — The French Federation 
of Trade Unions, fed up with 
black market activities, is begin- 
ning a poster campaign exposing 
what it considers the exorbitant 
profits garnered by French trad- 
ers. 

The posters are baring the com- 
mercial habits of French mer- 
chants by listing the costs com- 
pared with the selling prices of 
men’s suits. Profits, the posters 
claim, range upward from 37%. 
Although the extent of the 
campaign has not been disclosed, 
the trade union group announced 
that it expects to continue the 
“Fight the Black Market” promo- 
tion indefinitely. 


Thorsen Promotes Brill 


to Promotion Director 


Edith R. Brill, with the Wallace 
Thorsen Organization, New York 
public relations firm, for more 
than six months, has been named 
to head all publicity and promo- 
tion for Thorsen clients. 

Miss Brill left government serv- 
ice in 1943, after serving for two 
years as the only woman member 
of the OWI’s New York regional 
news bureau, to become news edi- 
tor of a food publication published 
by Bill Brothers Publications, 
New York. Later she headed pub- 
lic relations for several political 
and fund-raising campaigns, and 
then worked with Jules Berens on 
industrial accounts as well as on 
some of her own, including the 
Furniture Stores Guild of New 
York. 


Join Milwaukee Agency 


Frank O’Keefe and Al Timish 
have joined Dayton Johnson & 
Hacker, Milwaukee agency, as ac- 
count executives. Harold Karrer 
has joined the art staff. 
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CONFISEUR 


FRENCH RESTAURANT 
LUNCHEON DINNER 
COCKTAIL BAR 


“45 East 52ndSt. 
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B-29 IN COCOON 


The Amazing New Protective Packaging 
for anything from 0 bullbearing to « locomotive 


pate! AK 6 save, Soe oo semaies, 
ertrronte 


COCOON—This is the initial copy for 

Cocoon, a preservative packaging now 

being marketed to industry by R. M. 

Hollingshead Corp. Aitkin-Kynett Co. 
is the agency. 


Hollingshead Push 
for Cocoon Starts 


CAMDEN, N. J.—Close on the 
heels of the widely-publicized 
“Operation Zipper,” by which the 
Navy expects to maintain its re- 
serve fleet under wraps, R. M. 
Hollingshead Corporation, coat- 
ings division, has launched a new 
campaign for its Cocoon, a protec- 
tive packaging. 

The campaign, placed through 
Aitkin-Kynett Company, Phila- 
delphia, will appear in American 
Machinist, Business Week, Elec- 
trical Manufacturing, Export Trade 
& Shipper, Factory Management 
& Maintenance, Iron Age and Oil 
and Gas Journal, Typical full- 
page, two-color copy shows a 
B-29 wrapped for storage. 

The company says the list will 
be expanded as rapidly as it can 
handle inquiries. Production has 
previously been completely ab- 
sorbed by government orders, but 
the company now expects to start 
industrial applications. 


Buys Compton Shear 


Payne Cutlery Corporation, 
Brooklyn, has purchased the 48- 
year-old firm, Compton Shear 
Company, Newark. Advertising 
for Compton products, handled by 
the New York office of Brisacher, 
Van Norden & Staff, will be sched- 
uled immediately in _ business 
papers covering 21 fields, and 
when raw material availability 
permits, consumer advertising will 
appear in national weeklies and 
women’s magazines. 


Acquires England Plant 


Platers & Stampers, English sub- 
sidiary of Ekco Products Company, 
Chicago, has acquired a new 
manufacturing plant in Derby, 
England, for the manufacture of 
pressure cookers and hollow 
ground cutlery. The plant was 
built in 1943 by the British gov- 
ernment for the manufacture of 
ammunition components. 
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NO TYPE| 


USED IN THIS AD 


a . errr , 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 


c ses Lis LAA Maa Ma ha 


Hew 24-Page Type 
Catalog FREE! 


Heads Promotion Firm 


David M. Sloane, food depart- 
ment advertising manager of the 
New York Journal of Commerce 
for the past three years, has re- 
signed to become president of the 
newly formed Industrial Promo- 
tions, Inc., 41 Park Row, New 
York. The first operation of the 
new organization will be the 
staging of the Food Industry Ex- 
=" in Atlantic City, Jan. 


Warren Names Rhines 


Dana W. Rhines has been ap- 
pointed field sales manager of 
Northam Warren Corporation, 
Stamford, Conn. 


New York Central 
Passengers Can 
Be Art Critics 


NEw YorkK—Which art gallery 
would you like to ride on? This 
may well be the way New York 
Central System passengers will 
select their trains by early 1947. 
The railroad is hanging 406 repro- 
ductions of old masters, valued 
in the originals at about $7,500,- 
000, in 213 new streamlined de- 
luxe coaches now being completed. 

Art-conscious New York Cen- 
tral planners are hoping by early 


1947 to have enough of the rolling 
art galleries in operation to make 
up trains according to the various 
schools of art displayed in the 
coaches, One train will carry only 
paintings from the Metropolitan 
Museum while another will show 
only paintings by Van Gogh and 
Paul Gauguin. Four trains will 
be devoted to the works of Ameri- 
can painters including Grant 
Wood, George Bellows, Dale 
Nichols, Clarence K. Chatterton, 
George Bingham and others. 

The paintings will be hung 
about two to a car, and the rail- 
road hopes eventually to provide 
explanatory booklets. 


To Ward & Futterman 


Ward & Futterman, Chicago, has 
been named to handle the national 
advertising campaign of Bennart 
Vibrush Company, Chicago, for its 
new “Jeweled Vibrush,” a hair 
brush whose nylon bristles are 
encased in plastic ball-bearing 
sockets so they revolve as the hair 
is brushed. Newspapers and mag- 
azines will be used. 


DeNike Joins Taylor 

G. E. DeNike, formerly with 
Ziff-Davis Publishing Company, 
Chicago, in an executive editorial 
capacity, has joined the Morris F. 
Taylor Company, Silver Spring, 
Md., as vice-president. 


sy 


program for coal consumers. 


Heavy industry and the railroads, plus soft coal fields 
nearby, plus human nature ...made smoke prevention in 
Chicago an almost abstract civic virtue. But one hard-boiled 
idealist on the Chicago Sun staff cleared away a lot of 
Chicago’s smoke—with only four scorching articles. 

Milburn P. Akers used slingshot strategy. .. started 
January 2, 1946, just six days before the City Council set up 
its annual budget—startled New Year celebrants with his 
bad news... $35,000,000 smoke damage annually... lung 
blackening soot in the average individual's 35 Ib. daily air 
intake ... the fact that the city had 27 smoke inspectors in 
1910, but in 1945 with almost twice the population and 2% 
times as much coal’ burned, smoke inspectors numbered 
only 28—to check 1,000,000 heating plants! ... the legal 
loopholes, such as permitting stacks to belch six minutes 
out of every hour while firing... smoke resulting from 
faulty consumption and soft law enforcement rather than 
soft coal... millions spent on protecting milk, water, food, 
traffic, but peanuts on smoke protection! 

On January 8, the Finance Committe decided to 
increase the staff of smoke inspectors; and a Municipal 
Court judge refused to vacate fines against two railroads 
for smoke violation...On January 9, the City Council 
tightened up the law, added 7 inspectors, kicked up the 
Smoke Abatement Engineer's salary... January 11, the 


Chicago Association of Commerce began an educational 


..On January 23, the City 


Prosecutor started sending arrest orders instead of warning 
notices to violators... For more sunshine, purer air this 
year, whiter washing and cleaner cuffs, Chicagoans can 
thank Milburn Akers and the Chicago Sun! 


Tue Sun gets action in Chicago! ... A wanted newspaper, 
the Sun means a lot to people who mean the most in 
Chicago. Published in the public interest it has an 
interested public that pays attention to everything in The 
Sun—including the advertising. And while The Sun’s more 
than 350,000 circulation doesn't include the whole Chicago 
market, it includes enough of it to make a resultful 
advertising medium—gave this four year old paper more 
than a million lines a month in 1946... second place in 
department stores and a frequent first in results . .. While 
you can't reach all of Chicago with The Sun—today you can't 
reach all of it, and some of the best of it, without The Sun! 


<-STHE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 


National Representatives, The Branham Co. 
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Dealer Tie-In Ads 
to Plug Victor 
Billionth Record 


CAMDEN, N. J.—Dealer coopera- 
tive advertising in newspapers 
throughout the nation late in Oc- 
tober and into November will aug- 
ment RCA _ Victor’s extensive 
Magazine and business paper cam- 
paign commemorating the press- 
ing of Victor’s billionth record 
(AA, Sept. 23). 

The promotional push will be 
spearheaded by a special program 
on the RCA Victor show on NBC 
Oct. 27, a spread in the Oct. 28 
Life, and full-page copy in the 


Modern Screen, Motion Picture, 
|Photoplay and Seventeen, and a 
| page in the Nov. 4 Life. J. Walter 
| Thompson Company is the agency. 
| All copy will feature a medal- 
{lion commemorating the billionth 
‘record. Some insertions will fea- 
ture Serge Koussevitzky, who con- 
ducted the Boston Symphony’s 
playing of “Semper Fidelis’ and 
“Stars and Stripes Forever’ for 
the billionth record. 


Play Up Milestone 


Merchandising and advertising 
kits, including newspaper mats, 
will be distributed to dealers. RCA 
Victor record dealers and con- 
sumer publications will feature 
the production milestone. The re- 


cording marking the event will 


November issues of Band Leaders, | be issued as a non-breakable plas- 


Junior Bazaar, 


Mademoiselle, | tic, 


the first Red Seal deluxe 


oie aa ott bin Te Seca 


single to be produced. 

The campaign, under prepara- 
tion since late spring, was mapped 
under the direction of J. M. Wil- 
liams, RCA Victor record division 
advertising manager. 


Dunham to Kleppner 


Thomas C. Dunham, Inc., Long 
Island City, N. Y., 94-year-old 
paint manufacturer, has appointed 
the Kleppner Company, New 
York, to handle forthcoming mag- 
azine advertising for a new “Stop 
Watch” fast-drying enamel. 


American Screw to Move 


American Screw Company, 
Providence, in November will 
move to its new plant in Willi- 
mantic, Conn. The new plant will 
be the company’s main production 
center, 
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Appoints Bauch 


Norman Bauch, who resigned as 
director of sales and advertising 
of the National Dairy Products 
Corporation, has been appointed 
executive vice-president and di- 
rector of Allied Home Products 
Corporation, Beloit, Wis. 


Christie Promoted 


John R. Christie, director of 
public relations and advertising of 
the Citizens National Trust & Sav- 
ing Bank of Los Angeles, has been 
elected junior vice-president in 
charge of that department. 


Frank Forms Agency 


Herbert W. Frank, formerly with 
Hershon-Garfield, Boston agency, 
has opened his own agency with 
offices in the Park Square build- 
ing, Boston. 
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Agency— Maxon, Inc. 


“Product identification is increasingly important in self-service shopping. That's why we depend on outdoor advertising 
for visual selling of Heinz 57 Varieties.“—H. J. HEINZ COMPANY 


oUuTDOOR. ADVERTISING 


NATIONAL SALES REPRESENTATIVE 


OF THE OUTDOOR INDUSTRY 


- ATLANTA - BOSTON » HHEABO + * CLEVELAND « AND + DENVER + DETROIT - ‘HOUSTON - LOS ANGELES - PHILADELPHIA « + ST. LOUIS - SAN FRANCISCO - SEA 
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Greenthal Forms 
Agency to Handle 
Film Accounts 


NEw YorK—Monroe W. Green- 
thal, formerly vice-president and 
director of United World Pictures, 
has organized the Monroe Adver- 
tising Company and is expected to 
begin operations Oct. 15 with ap- 
proximately $2.5 to $3 million in 
billings from accounts mostly con- 
nected with the J. Arthur Rank- 
Universal-International film inter- 
ests. 

Initial accounts placed with the 
new agency are Universal Pic- 
tures, International Pictures, the 
J. Arthur Rank Enterprises, the 
Winter Garden Theater in New 
York and Friedlander Productions, 
a commercial film organization. 

Universal and International are 
advertising separately those pic- 
tures made prior to the merger 
of the two companies. The Uni- 
versal account was handled by J. 
Walter Thompson Company, and 
the Rank and International ac- 
counts by Buchanan & Co. 

In addition to the Winter Gar- 
den, Universal-International ‘isac- 
quiring leases on first-run theaters 
in key cities across the country 
and the Monroe agency is ex- 
pected to handle advertising for 
all these theaters. 

The move uniting the Rank in- 
terests in one agency follows a 
well-established pattern in the mo- 
tion picture field, with Donahue 
& Coe handling M-G-M-Loew’s; 
Buchanan handling Paramount; 
Kayton-Spiero, Twentieth Cen- 
tury-Fox; Blaine-Thompson, War- 
ner Bros.; and Foote, Cone & 
Belding, RKO. 

Executive personnel in the new 
agency has not been announced. 
It is expected, however, that An- 
thony J. Gablick, formerly art 
director of Warner Bros. for 14 
years, will become art director of 
Monroe. 

Mr. Greenthal began advertis- 
ing as a salesman for Conde Nast 
publications and later became an 
account executive with the Law- 
rence Fertig Advertising Agency. 
In 1931 he became exploitation 
director of United Artists and was 
later advertising and publicity di- 
rector for UA. During the war 
he was chief of the motion picture 
branch, ISD, as a major. 

Mr. Gablick is a graduate of 
the Royal Academy of Arts, Buda- 
pest, and was art director for 
David Selznick before joining 
Warner Bros. He has also oper- 
ated his own _ studio, serving 
agencies and advertisers. 


Appoints Howard 


James L. Howard Jr., formerly 
radio publicity writer with Young 
& Rubicam, New York, has joined 
the publicity department of Trav- 
elers Insurance Company, Hart- 
ford. 


To Needham & Grohmann 


Needham & Grohmann, New 
York, has been appointed to handle 
the national advertising for Hilton 
Hotels Corporation, Chicago, op- 
erator of 12 hotels. 


= PHOTOS 


“Unsurpassed in Rhee. 
Quality at any Price Sy 


jaggNO_NEGATIVE CHARGE NO EXTRAS OF ANY KIND 
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$22.00 per 1000 Lots | 20x30" $2.50 EA. 
24 HOUR SERVICE ON REQUEST 
““THE PHOTOGRAPHER'S PHOTOGRAPHER“ 
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You Ought to Know . 


You probably know Elmo Roper as a 
leader in public opinion and market re- 
search, but the odds are that you probably 
do not know that Elmo Roper is, as he 
puts it, “probably the only man who 
knows exactly when 
and where the last de- 
pression started.” 

In 1921 Elmo re- 
turned from studying 
in Europe to go into 
the jewelry business 
with his brother in 
Creston, Ia. ‘“‘We bought 
that store at 3 o’clock 
on the afternoon of 
July 30,” he relates. 
“At 9 o’clock on July 
31, 1921, the depression 
hit Creston!” 

Again, you are probably familiar with 
Elmo Roper’s activities for the American 
Meat Institute, Spiegel, Inc., Time, Inc., 
Owens-Illinois Glass Company, Standard 
Oil of N. J., and similar clients. But you 
are probably not so well acquainted with 
his work as trustee of the Urban League, 
a militant Negro-rights organization, or 
the National Planning Association, an or- 
ganization which “starts on the principle 
that the solutions of all our national prob- 
lems should be arrived at through labor, 
agriculture and business participation.” 

These latter activities, and many sim- 
ilar ones, Elmo regards as his “obligations 
as a citizen.” And while he has had many 
personal arguments with some of his 
clients on matters political, none of them 
has carried his objections into the busi- 
ness relationship. 

If his clients did make a business issue 
of “my supporting Roosevelt and the labor 
unions’”—which he considers unlikely— 
he says that “they can quit doing business 
with me. I won’t become a political 
capon to stay in this business. The people 
who do are just giving up their franchise 
as citizens.” 

How did Elmo Roper get that way? For 
one thing, he says, “I don’t see how you 
can be in this business and not get a pro- 
found sympathy for the tough time the 
American workingman has and a pro- 
found respect for his inherent common 
sense.” 

For another, his roots are deep in 
America. He was born in Hebron, Neb. 
(pop. 1,800) on July 31, 1900. His grand- 
father, Fred Roper, had started the town, 
built the flour mill and been its first post- 
master. His father, Elmo, Sr. (Elmo 
dropped the “Jr.’’ for convenience since 
his father was usually known as “E, B.’’) 
was born in a sod house on grandfather 
Fred’s ranch. He became a banker and 
then county treasurer, and married the 
daughter of the rival banker, a Mr. Ma- 
lowney. 

Elmo went to high school in Hebron, 
then to the University of Minnesota. It 
was at Minnesota that he met Dorothy 
Shaw, now his wife. After a year at 
Minnesota he attended the University of 
Edinburgh for another year, then took a 
six weeks’ political science course at the 
Sorbonne, then into the jewelry business 
and the infant depression. (Today he 
holds an honorary M. A. from Williams 
College and is an assistant professor of 
journalism at Columbia University.) 

The Roper brothers held on to the store 
—and he’says that “held on is exactly 
the phrase’’—until 1928. Elmo went on 
to become a salesman for the Seth 
Thomas Clock Company and spent 18 
months in six states of the deep South— 
the worst territory—before his promotion 
to New England—the best territory. After 
a year as Seth Thomas sales promotion 
manager, he became sales manager of a 
subsidiary of the New Haven Clock Com- 
pany. 

In 1932 he made his first excursion into 
market research with the Traub Mfg. 
Company, Detroit, manufacturer of 
Orange Blossom wedding rings. The evo- 
lution of salesman Roper to researcher 
Roper was a matter of economic necessity. 
“We had to make sure we weren’t de- 
signing for one market and selling an- 
other,” he explains, and that was just 


Elmo Roper 


« « Elmo Roper 


what turned out to be the case. 

Elmo later became, and still is, a di- 
rector of Traub. He is also on the board 
of Spiegel, Inc., which does a $150 million 
a year business through mail order and 
100 retail stores. 

On Jan. 1, 1934, he went into partner- 
ship with Paul Cherington and Richard- 
son Wood to form the market research or- 
ganization of Cherington, Roper & Wood, 
Inc. As one of the earliest market research 
firms (Paul Cherington was a pioneer in 
the field), the partners emphasized in- 
tegration with the sales department in 
giving direction to sales efforts and dis- 
tribution. They also focussed attention 
on the fact that too much of market re- 
search was being conducted “in an ivory 
tower and that the work finally succeeded 
and failed at the interviewer level.” He 
is today particularly proud of his inter- 
viewer operation. 

Market research—and Elmo Roper— 
have both come a long way since 1934. 
“In those days,” he recalls, “we used to 
report to the assistant sales manager or, 
in some cases the advertising manager.” 
He even assisted in the typing of one of 
Cherington, Roper & Wood’s first reports. 

A year later, Dick Wood left to try to 
put the Review of Reviews on its feet. He 
later succeeded Russell Davenport as 
managing editor of Fortune when Daven- 
port resigned to manage the 1940 Willkie 
campaign. 

The Fortune survey, for which Elmo 
Roper has probably gained his greatest 
public recognition, was begun in 1935. It 
was largely the brainchild of Wood, Ralph 
Ingersoll and Allen Grover. Elmo “didn’t 
want to do it because it would distract 
our attention from the industrial field.” 
But the successful record of the polls in 
predicting election results probably did 
more than anything else to establish the 
research technique in general public ac- 
ceptance. 

Roper is proud of the election record 
his organization has made: 1% off in the 
1936 election, 0.5% in 1940, and 0.3% in 
1944. In addition he has made unpubli- 
cized surveys of five municipal and two 
state elections and hit all but one with- 
in 1%. The error in that one was 2.5%, 
still well within the 3% margin most re- 
searchers allow themselves. 

Out of a profound democratic convic- 
tion he has evolved a two-fold concept of 
the role public opinion research can play 
in the democratic process. He believes 
that the first duty of public opinion re- 
search is to “explore the areas of public 
ignorance.” He sees it as a job of “find- 
ing out what groups have what lack of 
information on important public issues.” 
And then, he says, “the radio, the press, 
our educational system, our thought lead- 
ers as a whole, may know where they 
have failed and where their immediate 
responsibility lies—not as propagandists, 
but as teachers.” 

The second function of a public opin- 
ion poll, as Elmo sees it, is “to make the 
common man articulate. It lets the little 
guy fireside-chat his so-called ‘intellectual 
betters.’” In February 1942 he put this 
philosophy into an article in Fortune 
called “So the Blind Shall Not Lead.” He 
said then that “I see little social value in 
having a foreknowledge of what election 
results are to be. But Candidate Jones 
has no way of knowing whether he was 
elected because a majority of his con- 
stituency liked all of the planks in his 
platform, or all but one, or only half of 
them but preferred his platform as a 
whole to that of defeated Candidate 
Smith, 

“Public opinion surveys, conducted 
with the same impartiality with which 
the Fortune survey is made, provide the 
only means by which public officials may 
know when intelligent and informed ma- 
jorities in their constituencies approve or 
disapprove of any specific policies.” 

While he does not argue for “absolute, 
direct democracy” because he feels that 
public opinion that stands on a basis of 
ignorance should be discounted, he says 
today that “on basic decisions that affect 
the nation as a whole, the opinion of all 
the people is apt to be sounder than that 


of any single group.” 

During the war, he put the knowledge 
and skills of market and opinion research 
to work for the government. He became 
a member of Donald Nelson’s advisory 
committee in OPM in February 1941. In 


‘July of that year he was the second man 


called in by Gen. William J. “Wild Bill” 
Donovan to what was then the Coordi- 
nator of Information and later became 
the “cloak & dagger” OSS. As deputy 
administrator of COI he instituted the 
first governmentally operated public 
opinion poll, and later did the same job 
for OWI. 

For $1 a year, he did all these jobs 
as well as serving as a consultant to the 
Army, Navy and Committee on Con- 
gested Areas. He had a special interest 
in the air corps because his son Burns 
was a B-17 pilot, and he did a good deal 
of work for the air corps on surveys 
about satisfactions, gripes and general 
morale, 

He served as the mainspring in getting 
the Army to undertake public opinion 
research to get information not only on 
morale but opinions of equipment as 
well. Generals George C. Marshall and 
Edmund B. Gregory were all for the 
idea, but it was turned down flat by Gen. 
Ulio, then in charge of the special serv- 
ices division. When Ulio became adju- 
tant general, the Army adopted public 
opinion research under Gen. Osborne. 

It was while he was on a trip to 
London for Gen. Donovan that he per- 
suaded Gen. Eisenhower that public 
opinion research in the field was worth 
while. “Eisenhower,’ Elmo says, “got 


the whole concept quicker than I’ve seen 
anybody, even an industrialist, get it. 
He bought it within 30 minutes.” 

But despite his deep interest in the 
workings of society and his intensive 
missionary efforts on behalf of public 
opinion research, Elmo Roper still does 
not want “political polls” and considers 
himself primarily an industrial market- 
ing researcher. 

This is because he thinks of distribu- 
tion “fas a sociological job as well as a 
dollars and cents job. Distribution is of 
terrific importance to this country. We’ve 
got to get the goods out at less expense. 
And market research can help to cut 
waste in distribution.” . 

Today, instead of the assistant sales 
manager, Elmo reports directly to the 
heads of businesses and advises on such 
broad fronts as marketing, public rela- 
tions and labor relations. Part of his 
advice is based on his research, part on 
what he terms “general knowledge.” 

But try as he may, he still can’t re- 
strict himself to the industrial field. He’s 
forever popping up making a speech to 
anyone from the CIO’s Political Action 
Committee to the Chamber of Commerce. 
“Making speeches is a mistake,” he says, 
“but I get interested in these things.” 

With all these activities, plus the extra 
travel time involved in staying out of 
planes, he finds little time for ordinary 
kinds of relaxation with his wife and 
two sons at their farm in Redding, Conn. 
It is, perhaps, characteristic that his 
principal relaxation is “growing trees 
and other things that people say can’t 
be grown on our place.” 


the Creative Ulan Corner 


There is no tougher job in advertising 
than making a deadline when you have 
nothing exciting to say. 

All of us have faced the problem. 

And none have faced it longer than 
the people who make auto ads. For of 
all the motor manufacturers, only Stude- 
baker has a story that is new. All the 
rest are at best 1942. 

Still, we think there is no excuse ever 
for dull advertising. 

And we give you three examples here 
to prove this. One is from Ford, one is 
from Packard—obviously a one-time shot 
—and one is from DeSoto, with only a 
nod to the continuing theme: “Nine Out 
of Ten Say DeSoto Again.” 

While it is unlikely that any of these 
advertisements could key a great cam- 
paign, each one is bright and interesting 
and different. Each, by a trick, has been 
made sharply arresting and highly read- 
able. 

Each has made a good deal out of a 
very little. 

* * * 

Another Ford job does equally well. 

This is the poster that shows an ex- 
cited (and very pretty) bobby-soxer 
calling from a telephone, “My future’s 
got a Ford!” Again, it is an advertise- 
ment that bears little, if any, relation to 
any other. 

But it surely is a far, far cry from 
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radiator grilles and speed-lines. 

Only once in a blue moon is there such 
an invention as Halitosis or the “dis- 
covery” that a long-established, well- 
known tooth paste cleans your breath as 
it cleans your teeth. 

Meanwhile, however, advertising can 
be bright. 
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W]Z to Mark 
Silver Jubilee 


\the Westinghouse Electric & Mfg. 
|Company. The transmitter was 
/on a Westinghouse factory roof in 
| Newark and the studio, such as it | 


NEw YorK—WJZ, New York's | 
senior radio station, which first | 


went on the air from a converted 


ladies’ powder room in Newark, | “WJZ, WJZ, WJZ. . . 


was, 
rest room. 

The first words broadcast were: 
This is the 


will celebrate its 25th “birthday” |Sunday Call. Westinghouse radio 


this week. 


| telephone 


broadcasting station, 


Station breaks and special pro- | located in Newark, New Jersey. 


grams will call listeners’ attention 
to the ABC flagship’s Silver 
Jubilee during the week from Oct. 
1 to 7. Paul Whiteman will salute 
the station during his ‘Forever 
Tops” broadcast on ABC, Oct. 6. 

Key station of the Blue (now 
ABC) network for the past 16 
years, WJZ took to the air Oct. 7, 
1921, under a license granted to 


We are about to play a record in 
order that you may tune your sets. 
Please stand by.” 

In the spring of 1923, WJZ was 
moved to New York and taken 
over by the Radio Corporation of 
America. 


Renews ‘Club Time’ Show 


Club Aluminum Products Com- 
pany, Chicago, has signed a 13- 
week contract, effective Oct. 14, 
with the American Broadcasting 
Company, renewing sponsorship of 
“Club Time,” a program featuring 
a choir and organ in non-sectarian 
hymns, Mondays, 10:45-11 a.m. 
Trade Development Corporation, 
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BEST DRESSED GIRLS 
ARE COVER GIRLS 


Chicago, is the agency. 


Scholarships Offered 
by Women’s Adclub 
The Women’s Advertising Club 


occupied a former ladies’ |0f St. Louis will award two hon- 
/orary scholarships each year to 


women students in their senior 
year at the University of Mis- 
souri’s school of journalism. 

The two scholarships, one for 
$200 and the other for $100, will 
be awarded as part of the club’s 
program to aid women interested 
in journalism or advertising. The 
club is also planning to establish 
vocational guidance seminars and 
to sponsor an essay contest for 
high school students. 


Joins Davis & Beaven 


Samuel J. Keator, former part- 
ner in the Payne Advertising 
Agency, San Antonio, has joined 
the staff of Davis & Beaven, Los 
Angeles, handling merchandising 
and copy. 


Electro-Voice Moves 


Electro-Voice, microphone man- 
ufacturer, after 19 years in South 
Bend has moved to a new factory 
in Buchanan, Mich. 
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is the hospital publication preferred by hospitals within 
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Lowest rates per page per thousand circulation 
among hospitals. 


} the United States. That publication is HOSPITAL 
MANAGEMENT. which leads all other hospital pub- 
lications in this major classification, based upon its own 
calculations of the ABC publishers’ statements for the 
six months ending June 30, 1946. Here’s how the ABC 
papers stand: 
Publication Total Hospital Circulation in the U. S. 
| HOSPITAL MANAGEMENT 5,969 
PUBLICATION B 5,426 
PUBLICATION C 5,271 
While these figures do not appear in this form on the 
ABC statements, they are arrived at by applying the 
first percentage figure in paragraph 10 of the pub- 
lishers’ statements, to the total United States circula- 
tion shown in paragraph 11. HOSPITAL MAN- 
AGEMENT enthusiastically accepts the responsibility 
for the above figures. 
ADDITIONAL EXCLUSIVE ADVERTISING 
VALUES NOT SHOWN ON ABC 
STATEMENTS: on 
Maximum visibility for all advertisements be- e ff 
cause of modern and easily-read makeup. arr OSfUlih 
Readership—75% of superintendents subscrib- mee Dato * 
—— the magazine to their department ae oe 6) 
pcplicetiens I) 
Editorial vitality and power. HOSPITAL ee 7 
MANAGEM ENT continues to lead discussions 
ee eee 100 E. OHIO STREET, CHICAGO 11 
a ; The Only Hospital Publi- | 
BE icertine ite por actane  erview Denton which a menber | 


of both the ABC and ABP 
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A&P Anti-Trust 


5 . | eas 
Conviction Based — ccus:.rscatons, seuss 2 


Largely on ‘ACCO’ 


Subsidiary Called 
‘Rotten Thread’; 
Byoir Convicted 


DANVILLE, ILL.—Federal Judge 
Walter C. Lindley’s decision here 
Sept. 21 that the Great Atlantic 
& Pacific Tea Company is guilty 
of anti-trust law violations leaves 
two important, if elementary ques- 
tions unanswered. 

First, it is not known whether 
the Supreme Court will uphold 
the conviction. Second, wording 
of the ruling does not indicate 
whether, as A&P counsel assert, 
the decision will “knock the props 
out from under the entire Ameri- 
can business system.” 

Since the Justice anti-trust di- 
vision first instituted the suit 
against 13 A&P corporations and 
16 of their officials more than two 
years ago, it has been recognized 
that the real decision in the case 
must be made by the high court. 
While Judge Lindley’s. ruling 
shows the grounds which the high 
court may use to support the con- 
viction, the final decision prob- 
ably will not be made before 1948. 


Calls ‘ACCO’ Rotten Thread 


The district court judge, in writ- 
ing that conduct of the Atlantic 
Commission Company, A&P prod- 
uce buying subsidiary, “is the rot- 
ten thread of the fabric,’ leaves 
undecided whether the govern- 
ment will even find Safeway 
Stores and Kroger Grocery Com- 
pany guilty in anti-trust cases 
now pending against them. A&P 
counsel said the decision would 
make every large company sub- 
ject to the “will or whim” of the 
Justice Department. 

When Judge Lindley heard evi- 
dence in the case for 22 weeks, 
between April 16, 1945, and April 
6 of this year, several weeks were 
devoted to the question of At- 
lantic’s alleged anti-trust law vio- 
lations. ACCO, as Atlantic is 
called, allegedly: (1) dominates 
associations of produce shippers, 
partly by forcing A&P’s produce 


suppliers to join such associations; 
(2) sells produce to A&P for less 
than to other retailers, and (3) as 
sole representative 


for many 


determined after arrival in mar- 
kets” selected by A&P and-where 
prices are controlled by A&P. 

Judge Lindley held that ACCO’s 
| practices “over the years leave a 
| bad. odor.” 


| Tells ACCO Practices 


ACCO, he said, “exploited its in- 
consistent positions; it collected 
brokerage from others for A&P 
coffers; its position and its prac- 
tices created a sharp differential 


between A&P’s' purchases. of 
produce and those of its com- 
petitors. 

“It consistently selected the 


highest quality of produce for 
A&P and the less desirable for its 
outside buyers, thus securing for 
A&P not only a buying price dif- 
ferential, but also a preference 
in quality. 

“Obviously the larger the vol- 
ume ACCO handled for customers 
other than A&P, the larger were 
A&P’s subsidiary earnings, in- 
evitably reducing A&P’s costs and 
increasing its annual income.” 

With ACCO occupying a unique 
spot in the A&P structure, the 
long-pending cases against Kroger 
and Safeway conceivably could 
turn out differently, for their 
structures are somewhat dissimi- 
lar in this respect. 


Byoir Found Guilty 


On the other hand, these and 
other companies may be found 
guilty also if the joint statement 
that the 29 defendants made about 
the court’s decision holds any 
water. They asserted that the 
ruling knocked the props out from 
under the U. S. business system 
because “the pattern of our opera- 
tions is so usual that no sizeable 
business in America can now hope 
to defend itself against the attacks 
of the anti-trust division.” 

Besides finding ACCO’s opera- 
tions unlawful, the court held that 
all the defendants were guilty “in 
manner and form as charged in 
the information.” Among the de- 
fendants is Carl Byoir, head of 
Carl Byoir & Associates. 

He, as head of Business Or- 
ganization, one of the A&P com- 
pany defendants, was held guilty 
of setting up “false front’ organi- 
zations to support fake compari- 


‘More Advertisers 
More $ pace ie 


than in any 
other Outdoor 
Magazine 
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son of prices charged by A&P 
with prices of competitors, and 
with helping A&P get control of 
large volumes of fresh fruits and 
vegetables by secretly organizing 
and dominating the operations of 
supposedly independent coopera- 
tive associations of growers and 
shippers. 


' Face Year in Prison 


Mr, Byoir, like George L. Hart- 
ford, A&P president; John A. 
Hartford, first vice-president of 
A&P, and the other executives 
face possible maximum sentences 
of a $5,000 fine and one year in 
prison. 

Judge Lindley held that the 
Hartford brothers control the vast 
network of A&P purchasing, man- 
ufacturing, distributing and sell- 
ing agencies; that A&P operated 
stores at a loss to kill its com- 
petition; that A&P misused its 
profits and fixed prices, and that | 
it concealed these restraint of | 
trade practices from the public. 


JUSTICE WILL RENEW 
SAFEWAY, KROGER CASES 


WASHINGTON—Pleased with its 
anti-trust victory over the Great | 
Atlantic & Pacific Tea Company, 
the Department of Justice will 
continue its drive to “clean up” 
the chain grocery business by pro- 
ceeding next spring with similar 
cases against Safeway Stores and 
Kroger Grocery & Baking Com- 
pany. 

The department complains that 
the large chains use their buying 
power to coerce manufacturers, 
and that they systematically seek 
to eliminate local competition by 
operating selected stores at a loss 
until other retailers are forced to 
close up. 

For four weeks before the U. S. 
District Court at Danville, IIl., 
prosecution and defense attorneys 
argued the significance of $42,- 
545,000 of ‘“‘stock gains” appearing 
in the records of A&P. 

Last week, Judge Walter C. 
Lindley supported the govern- 
ment’s case in its entirety, finding 
that A&P had violated the Sher- 
man Anti-trust Act through ver- 
tical integration which enabled it 
to operate as both manufacturer 
and retailer, 


Patman Praises Verdict 


Rep. Wright Patman, chairman 
of the House small business com- 
mittee, acclaimed the ruling as 
“the greatest victory ever ren- 
dered for the independent enter- 
prise system.” 

“The decision means that this 
corporation will not be able to 
foist its own manufactured brands 
on the public at higher prices to 
recoup losses sustained in selling 
advertised brands as loss leaders 
to undermine competition,” Rep. 
Patman said. 

“It also means legitimate com- 
petition will not be afflicted with 


the operation of stores at a loss 


to put competition out of business. 
It stops this company from resort- 
ing to oppressive competitive 
methods when new stores are 
started by independents,” 


Charges ‘Stock Gains’ 


Rep. Patman pointed out that 
$42,535,000 were received between 
1927 and 1941 from “stock gains” 
which the government said meant 
“short weighting, short changing, 
boosting of prices at check-out 
counters, illegal advertising al- 


lowances and subsidiary profits.” 

The government said A&P did 
not need store profits. ‘“Headquar- 
ters in New York supplied the 
profits to realize at least $7 a 
share on common stock.” 

Cases against Safeway and 
Kroger, started in Kansas City on 
Jan. 20, 1943, have been held up 
pending outcome of the A&P trial. 
Prosecution of the second and 
third largest chains will proceed 
despite the A&P plans for an ap- 
peal. 


Form Publishing House 
Abbott - Seymour Publications, 


Inc., which will publish business 
publications, has been formed at 
205 E. 85th St., New York, by 
Abbott L. Dicksteen and Seymour 
Gellman. First publication will be 
College Consumer, to be distrib- 
uted to college supply stores. Mr. 
Dicksteen was formerly publisher 
of Student Supplier and Mr. Gell- 
man, in charge of advertising, was 
formerly export-sales manager of 
Creste-Andover Company, New 
York, Morton D. Elkind will be 
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in charge of general management 
and production. 


Rishworth Leaves NBC 


Thomas D. Rishworth has re- 
signed as manager of NBC pro- 
gram package sales, New York, 
to accept directorship of Radio 
House at the University of Texas. 


Rejoins Hillman-Shane 
Charles A. Shaw has returned 


to Hillman-Shane, Los Angeles, as 
production manager. 


W.R.C. 


SMITH 


PUBLICATIONS 


COTTON 


SOUTHERN HARDWARE 
ELECTRICAL SOUTH 


SOUTHERN AUTOMOTIVE JOURNAL 


tion in the field. 


dwellings. 


SOUTHERN POWER & INDUSTRY 
SOUTHERN BUILDING SUPPLIES 


REACHING EVERY DEALER YOU WANT TO SELL 


Now, for the first time, you can cover EVERY substantial lumber and 
building material dealer in the South and Southwest, the nation’s 
most promising building market! 


DOUBLE YOUR PRESENT SOUTHERN CIRCULATION 


SOUTHERN BUILDING SUPPLIES, with 9500 copies monthly, reaches 
8589 lumber and building material dealers in the 18 Southern and 
Southwestern states— more than twice as many as any other publica- 


A MARKET DOING 36% OF THE NATIONAL VOLUME 


The Southern construction market, served by SBS, is already big 
building material business—increasing in volume each month. In 
1945 it was responsible for 36.3% of the national construction 
volume. During the first four months of this year the South’s share 
of the country’s new residential building increased to 39.2%. 


BASED ON SOUND, ALL-OVER GAINS IN THE SOUTH 


These are sound and continuous gains based on the long-range 
prosperity of the growing Southern market. General retail sales in 
this area increased 92.95% from 1939 to 1945 while the remainder 
of the nation only gained 66.28% in the same period. The South has 
money to spend and a big slice of it will go into much-needed 


SBS — YOUR LOGICAL, ECONOMICAL MEDIUM 
SOUTHERN BUILDING SUPPLIES not only reaches every worthwhile 
Southern lumber and building material dealer, but being editorially 
designed to fit their specific and exclusive needs, it is read with 
ACTIVE interest. It’s your logical, economical medium for selling the 
South and Southwest. 


in the South and Southwest 


oY 


\ NNN 


When you think of mailing-lists— 
think of GUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 80. Dearborn St. 


BUILDS SUPPL 


GRANT BUILDING « 


ATLANTA 3, GEORGIA 
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Newspapers Cite 
Public Service 
in Annual Week 


East LANSING, Micu.—National | 
Newspaper Week this year—Oct. | 
1-8—will cast newspapers in the 
role of a ‘public servant,” thereby 
offering ‘fa two-way benefit” to | 


| Association Managers, Inc. 


the papers, reports Gene Alleman,| Day .. . it also provides a timely 
Michigan Press Association, chair- | opportunity for each editor to put 
man of the National Newspaper | his finger on the pulse of repre- 
Week committee of Newspaper sentative leaders in the com- 
munity, inviting them to suggest 

The “public servant” theme how the newspaper should serve 
provides “a timely opportunity for the _ public ba not = the 
each editor to take an inventory atatntagn,. eae 2 Bos agen 1 1 
of how the newspaper has served | In addition beat servances locally 
the interests of the public during | Planned by indiv idual newspapers, 
World War II and since V-J such syndicates as AP, NEA, 
Metro and Meyer Both are dis- 


A Chromart Artcopy Print, being on paper, gives you these 
important working advantages that are utterly lacking in a film 


transparency: 


CLIENT SATISFACTION. Your customer can okay a print he can look 
at more intelligently than a film he must peek through. 


COMPLETE FLEXIBILITY. Retouch, airbrush or letter-across a Chromart 


as desired. 


ECONOMY. Paste one or more Chsomarts into final artwork and 
have but one set of plates made of the entire page. 


FINER REPRODUCTION. Your platemaker works with more certainty 
from fine “flat copy” he can match, color-for-color. 


Big time advertisers from coast-to-coast use our service regularly. 
Chromarts from your Kodachromes are priced from $48 to $115, 
depending upon the size ordered, and pay for themselves. Write! 


Frank Miller Laboratories 


tributing kits of material both for 
editorial and advertising use. An 
AP Newsfeatures page of pictures 
and background text; NEA news 
and picture pages, as well as edi- 
torial and cartoon material; Metro 
house ads featuring the newspaper 
boy and news presentation in 


the 
are 


advertisements on “public 


servant” themes 


Advantages 


Free Press—Voice of Freedom; 
Guardian of Liberty.” 

A series of matted ‘Uncle Sam 
| Says” columns, prepared by the 


Treasury Department, now run- 
ning in 202 dailies, is being offered 
on request. 


In addition, all Kiwanis ‘clubs 
| throughout the country will urge 


celebrating the week. 


Promoted by Columbia 


Albert Earl, member of the ad- 
vertising staff of Columbia Re- 
cording Corporation, Bridgeport, 
Conn., since 1944, has been pro- 
moted to assistant advertising 
| manager. 


Names Lobingier A. M. 


John L. Lobingier, formerly 
'with Alley & Richards Company, 
| Boston, has been appointed adver- 
tising manager of Wiggins Air- 
ways of Boston and Norwood, 
| Mass. 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


daily newspapers; and Meyer Both | 


included. | 
Metro has also prepared for gen- | 
eral use an official emblem which | 
incorporates the official slogan, “A | 


their members to participate in| 


mg Se TS EMO eb ta Mae 


eh 
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But dont have } 


“Athletic Aroma 


| Li \ . \ a 
Barbasol Introduces an Important 
NEW DISCOVERY -For Active Men 


peeded evaporate ora 


s 
ra So ie | 
\ 


Cp A sasol \ 
LOTION DEODORANT 


Checks Perspiration Stops Odor 


ONE-CITY TEST — With large-space 
newspaper copy like this, Barbasol Co. 
is testing a new lotion deodorant for 
men in its home city, Indianapolis, 
through Erwin, Wasey & Co., New York. 
Results, termed satisfactory to date, 
| will determine market expansion and 
advertising. 


Folts Joins McGillvra 


| Harry C. Folts, formerly east- 
;ern manager for Packer-Central 
| Outdoor Advertising Companies, 
has been named an account ex- 
ecutive in the New York office of 
Joseph Hershey McGillvra, Inc., 
radio station representative. Mr. 
Folts has been with the Army air 
forces for the past three and a 
half years. 


Finders Starts 
Broiler Copy 


Cuicaco — Finders Mfg. Com- 
pany will start in October its first 
national campaign for the Holli- 
wood electric broiler, designed 
for table use. The campaign, 
planned for the ensuing 12 months, 
will run in American Home, Bet- 
ter Homes & Gardens, Bride’s 
Reference Book, House Beautiful, 
Ladies’ Home Journal, Woman’s 
Day and Woman’s Home Com- 
panion. 

In addition, Finders is sending 
out dealer promotion which will 
be supplemented by newspaper 
copy in some local markets as yet 
not disclosed. The company is also 
running additional copy in busi- 
ness publications. 

Kuttner & Kuttner, Chicago, is 
the agency. 


To Beaumont & Hohman 


The committee against new 3 
per cent income tax in the state 
of Oregon has named Beaumont 
& Hohman, Portland, to handle its 
pre-election campaign. News- 
papers, radio, outdoor posters and 
direct mail will be used to present 
the case against the “$100-at-60 
Oregon Guinea Pig Townsend 
Plan.”’ 


Name Tarler & Skinner 


Tarler & Skinner, Boston, has 
| been appointed to handle the ad- 
vertising in New England news- 
| papers for Farnsworth wines, dis- 
| tributed by the Riverbank Wine 
| Company, Boston, and for the 
| Hearing Aids Company of New 
| England. 


Mary Chess Appoints 


| Mary Chess, Inc., New York, 
| toilet preparations, has appointed 
| Roy S. Durstine, Inc., New York, 


| to handle its advertising. 


Ah 


Seat ae 


Here’s a man who is really in labor. Trying to father an Inspiration— 
as all good copywriters strive to do. Maybe that inspiration takes the 
form of a new campaign based upon improved copy claims for an 
improved product. Might even become a timely suggestion to the 
client. At which point everybody will be happy. 
Actually, by being well-informed about clients’ products, their 
markets and competition, copy and idea men do make constructive 
suggestions which result in better agency service for the client. 
For most food products, vitamin content is today a determining 
sales factor. Therefore, it is essential for copy men to have detailed 
information about vitamins—including the advantages offered by 


DPI vitamin concentrates. 


Two superior concentrates, Distilled Vitamin A Esters and Distilled 


DISTILLATION PRODUCTS, 


: 755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
570 LEXINGTON AVE., NEW YORK 22, N. Y. ¢ 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 


Ob Solible-VUilimine Pheadguartere 


Natural Mixed Tocopherols (Vitamin E) are produced by DPI’s unique 
process of molecular distillation in high vacuum. Both are vitamins to 
watch; for instance, some surprising new values are now being 
demonstrated for vitamin E. 
To be on the safe side (meaning well-informed), why not write 
now for details regarding DPI’s outstanding concentrates, also 
molecular distillation? 
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ODAYS WOMAN is the only magazine 


@ aimed at the younger, married women of, say, 26 — and 
@ designed only for the smartest of these, the “cream” of today’s young homemakers. 


Only i in TODAYS WOMAN does Mrs. Young get 


ihe best in fiction with that special young-mature appeal — 


@ authoritative reporting on national affairs especially concerning young, 


married Americans — 


@ useful-to-her departments* — fashion, beauty, home decoration, child care, 


foods — keeping her in mind, not older women, not growing girls. 


ass * And now more pages in these departments than 


~ ; , 
A / in other women’s service magazines. 
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to the woman’s service market 
have long recognized the need for a younger slant. In 
responding to that need editorially, the designers of the 
young woman’s service magazine, TODAY’S WOMAN, 
realized that they were working for a new readership — 
because the service magazines largely bought by older 
women above 35 and the new magazines for teen-agers 
DO NOT cover the ground staked out for Mrs. Young, the 
discriminating married homemaker below 30. 


TODAY’S WOMAN has improved constantly to perfect 
its fit — it did not come into being with an absolutely rigid 
first issue. Now firm editorial hands have established the 
pattern so that TODAY’S WOMAN is the young home- 
maker’s magazine in every respect. 
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TODAY ’S WO! 
are selec 


CLARE BOOTHE LUCE 


regularly contributes articles of opinion to 
TODAY’S WOMAN--their clear thinking 
and “eye to tomorrow” point of view are 
especially interesting to clear-headed Mrs. 
Young who has an animated interest and 
an active attitude toward the world. 


TODAY’S WOM 
to Mrs. 


EARL OLIVER HURST 
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WOMAN fiction and articles, written by the best authors, 
selected for Mrs. Young — and for Mrs. Young ONLY 


\ 


LUCE WHIT BURNETT, JEROME WEIDMAN’S W. SOMERSET MAUGHAM, 
; of opinion to one of America’s most famous fiction authorities, selects recent “First Meeting” brings Mrs. perhaps America’s foremost novelist, 
clear thinking especially distinguished stories for TODAY’S WOMAN Young romantic adventure in to- playwright and short story writer, con- 
it of view are —for example, a MacKinley Kantor story because it is day’s terms— Mrs. Young’s own tributes “The Man With Red Hair” to 
r-headed Mrs. the unusual tragicomic story of a young couple taking terms—and it might be her own the current TODAY’S WOMAN—a 
d interest and a rough spot in stride without whines or sentimentality. story because only Mrs. Young is magnificently written story, appeal- 
ie world. It’s about young folks—chosen for Mrs. Young. the reader the author had in mind. ing primarily to Mrs. Young. 


NOMAN illustrations, by the finest artists, are chosen for appeal 
Mrs. Young alone 


CLARE McCANNA 


| “~~ A ae . ( 


_ STEPHEN LONGSTREET 
WILLIAM VON RILGIN 4 MICHAEL 


RL OLIVER HURST 


BURMAH BURRIS 


FREDERICK VARADY 
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Y © UN & — but not too young — the homemaker who needs and wants the service depart- 


ments in TODAY’S WOMAN is distinctly special. She may dwell in an apartment or rented house, 


but surprisingly often she and her husband are buying or own their own home. 


Her children are, of course, young — and so is her husband. She’s adventurous about decorating, 


food and child care — but her common sense dominates all her decisions. 
She’s thrifty, not pinch-penny — she spends millions of dollars a year wisely, not wildly. 


TODAY’S WOMAN is the young woman’s service magazine. It gives her more than 30 pages of 
service departments in each issue — every page keeping Mrs. Young, the smart young homemaker, 


always in mind. 
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FASHION 


On every page the note is chic, but aimed at Mrs. Young’s 
essential good sense. The prices are for her budget, 

the styles for her active (but not rambunctious) young 
living, and the stores credited cater to her. 


FOOD 


The menus for Mrs. Young’s family and parties are 
delicious, nourishing and, keeping Mrs. Young in mind 
always, do not require a chef or a host of other servants. 
Recently, even humble but all-important coffee got a 
page in TODAY’S WOMAN — for Mrs. Young, 

unlike her own mother, is not set in her kitchen ways. 


BEAUTY 


With accent on youth, but not that first blush of it, nor 

the fading of it—— because the TODAY’S WOMAN 
homemaker is young-mature. She’s preserving her beauty 
and spending attention, time, and money on it. Yet, being 
Mrs. Young, aged under 30, she knows that she needs 

the particular expert beauty counsel that’s in 

TODAY’S WOMAN — for young-mature, smart 
homemakers. 


DECORATING 


The fabrics are chintz, duck, corduroy because Mrs. Young 
is thrifty and smart at her homemaking. Easy-to-make, 
sensible-to-buy — these are the keynotes... not collegiate 
flim-flam, not middle-aged elegance. 


CHILD CARE 


Aims at that important, but still young, majority of 
TODAY’S WOMAN readers who are raising their families 
with every possible advantage. In fact, this department’s 
editorial prescription is unique — it deals only with 
children of seven and under, specifically Mrs. Young’s 
children. For example, one common problem of all 
young mothers — varying the baby’s diet, but still 
keeping it wholesome— is treated in TODAY’S WOMAN. 


a ee Bes re ae eis . se es a : he Ugg ‘ danke aes he ee sae eae ae a. iat ae ai ae hg, ame — ‘ae re 
a. 
( ~\ ° _ & 
aN : \. ——S A f oe ’ = 
iy *, s gy - 
Pe : Se > i, ip 
Sse < 
= A Sug <> Os 
/ ( s -s r \ 2) e ad if 
\; 2 x “a a \- 
\ ee. ww | 
i he 
ARE ESS ES RRRERC AS SAAT SS STE RBS RRA IS SESEAAE A Sd RI NETRA SARE US oe TRAE ROIS PA AL ASL ERM A A GI aE RS 2 AR i ens anaes 
i i a ee / | : 
- an se ' E asi 
RESP sR PRN PRE RAR PAROISSE BE TAS RPM A RN RMNE NON M HURAEEA! ShNARE 2 aAPO  RSES e Baas 
< \—4 i ah — 
DW ; 
rd ee Be, 
ais Hh 
sc es 
A Ss — 2 
“ a ee. 
TSR STIRRUP TES Ba AAT S92 eg SERS AT ST AE AAI LIAL RIA Sell Re NEWSER A a AN AES IS li MEY Pl AR SSR A RPA RN WT ASRS CES STP a ma eee ae nee enamnenEED 
Woe |) As 
a ye ee a 
ae —_ | Bh an | i ey / Bibs 
ee) | ae 7 
: Sia 2" ——S = eS ——" 
: 4 =f 7 ~*~ 
| SS my —a4' ee SSS — = re 2 
€. ss 
= 7S 2, ; 
YY) ae , 
| ss }) —, | 
ra hae © Eee 
—_ Nie # i~ NX — f- 
nn al bs on ——— 7 ——P 
j “» 
| 
Na 
| : 


THE SMARTEST DEPARTMENT STORE MERCHANTS in the country —91 of 


them — have already recognized the benefits of tying in with the selling force of 
TODAY’S WOMAN. They have contracted for exclusive use of TODAY’S 
WOMAN in their cities as a basis for strong merchandising. They have voluntarily 
agreed to run at least eight 1,000 or 600 line newspaper advertisements this year, 
featuring TODAY’S WOMAN editorial themes; and they are following through 
with store-wide display promotions — all at their own expense. 


MRS. YOUNG'S MARKET IMPORTANCE IS GREAT as these department 


store merchants recognize. Advertisers too recognize that fact. For Mrs. Young is 
spending millions each year in purchases for her growing family. She is experiment- 
ing — trying out products and brands — and preparing to live by those she prefers. 
Advertisers help her to make up her mind about their products and brands by 
placing their advertising where she is sure to read it, namely in her own magazine, 
TODAY’S WOMAN, the young woman’s service magazine. 
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Cc. C. Anderson Co., Pueblo, Colo. 


Titche-Goettinger, Dallas, Texas 
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[SO eeperemeee 
Serer Te a et. theme a, I og ois the dean cece Akron, Ohio 
The New Magarine for’ Women. se pac tee... 1 II Ss ny 6s 4s oe ew eee Allentown, Pa. 
“TODAY'S WOMAN” wy... , BA a en I Ge dg kkk kos ohare Atlanta, Ga. 
1c om 0 4) See Atlantic City, N. J. 
h - ©. ©, Amieren Cay... 02.2555. ok cae Baker, Ore. 
Hochschild, Kohn & Co............ Baltimore, Md. 
G) ee comes but i I ls oe Ga eg, 4 oR Bethlehem, Pa. 
Loveman, Joseph & Loeb...... Birmingham, Ala. 
| Ry Wee MN II a Sk ee ee ce ee Boise, Idaho 
Jordan Marsh Company.......... Boston, Mass. 
Meter ees Soetoro The Famous Company............ Braddock, Pa. 
“aS wa oe eae 1 I os Way's Ska ne ee Bridgeport, Conn. 
i aS ae oe enrages eS  *  Sererrrer ire Buffalo, N. Y. 
eevee Miller Bros.................. Chattanooga, Tenn. 
ee re Dallas, Tex. 
a Se ig Oe ay we cial Davenport, Ia. 
ot toy ne The Elder & Johnston Co........... Dayton, Ohio 
oe The Denver Dry Goods Co.......... Denver, Colo. 
Soros Re ert as. + 34. 40d, hs Des Moines, Ia. 
oe Crowley, Milner & Co.............. Detroit, Mich. 
Popular Dry Goods Co............. El Paso, Tex. 
Rumbaugh-McLain Co............ Everett, Wash. 
re Flint, Mich. 
“Monnig’s, The Friendly Store”.. Ft. Worth, Tex. 
Herpolsheimer Co........... Grand Rapids, Mich. 
66 a 5c) 4 oR Great Falls, Mont. 
I ore 5 ee ss heme wee eR Harrisburg, Pa. 
, IS 63.66: eh 8 Oak Hartford, Conn. 
Tur Hecur Co. GoLpEN a ANN : CC EE ee ree Houston, Tex. 
Mette IVERSARY YEAR C. C. Anderson Co............. Idaho Falls, Idaho 
a | eee errr Jacksonville, Fla. 
Emery, Bird, Thayer D. G. Co... . .Kansas City, Mo. 
S. H. George & Sons............ Knoxville, Tenn. 
J. W. Knapp Company........... Lansing, Mich. 
ee Lewiston, Idaho 
FS ee Lincoln, Neb. 
Pfeifer’s of Arkansas............ Little Rock, Ark. 
i a a eae Logan, Utah 
I 6 ob aN ee kd eee Louisville, Ky. 
The Famous Company.......... McKeesport, Pa. 
0 eee ee ee Milwaukee, Wisc. 
ML. ccc ee va kawecus Minneapolis, Minn. 
Castner-Knott Co.......... oe aecen Nashville, Tenn. 
The Edward Malley Company. .New Haven, Conn. 
Maison Blanche Co............. New Orleans, La. 
pS eS Le ae Niagara Falls, N. Y. 
ee Ogden, Utah 
John A. Brown Co.......... Oklahoma City, Okla. 
ID 5g Wai cae eae sas we Omaha, Neb. 


Block & Kuhl Co. of Illinois (13 stores) 
Peoria, IIl. 


| eae Pendleton, Ore. 
Cental Mrothers............... Philadelphia, Pa. 
Gimbels—Pittsburgh............. Pittsburgh, Pa. 
Porteous, Mitchell & Braun Co...... Portland, Me. 
oe ee re Pueblo, Colo. 
i. So. PPG. bs. hie eee. Rapid City, S. D. 
Miller & Rhoads, Inc............. Richmond, Va. 
E. W. Edwards & Son......... Rochester, N. Y. 
Hirsch Bros. Dry Goods Co....... St. Joseph, Mo. 
Famous-Barr Co................ St. Louis, Mo. 
The Golden Rule, Inc............ St. Paul, Minn. 
PS eee San Antonio, Tex. 
0 EE re Salt Lake City, Utah 
Walkers, Fifth Avenue at Broadway 
San Diego, Cal. 
Levy’s Department Store....... . Savannah, Ga. 
Scranton Dry Goods Co......... _. Scranton, Pa. 
0 A ea a South Bend, Ind. 
po re Spokane, Wash. 
Forbes & Wallace. ........... Springfield, Mass. 
E. W. Edwards & Son........... Syracuse, N. Y. 
eS tx Sik WS ww 4:8 gan eden ecae Tacoma, Wash. 
Maas Brothers of Florida........... Tampa, Fla, 
ee ee ee Toledo, Ohio 
Swern & Company............... Trenton, N, J. 
Brown-Dunkin................ Tulsa, Okla. 
C.C. Anderson Co.............. Twin Falls, Idaho % 
pi Washington, D. C. 
og 2 Wilkes-Barre, Pa. 
Barnes Woodin Co.............. Yakima, Wash. 
The G. M. McKelvey Co........ Youngstown, Ohio 
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Mrs. Young is the smart, young homemaker 
—well educated, married, with her own home 
and children—she’s under 30 years old. 


Tailored specifically to fit Mrs. Young’s needs 
—is TODAY’S WOMAN. Its fiction, features 
and illustrations are selected just for her—its 
service departments answer her needs, and 
introduce her to the brand new, up-to-tomor- 


she will want after learning about them. 


Proof of Mrs. Young’s market importance to- 


dising and advertising tie-ins with TODAY’S 
WOMAN. Mrs. Young spends millions—is 
going to handle the spending of more millions 
as she and her husband prosper. 


K\An 
row devices, appliances and products which i\ | 


day are numerous department store merchan- ~ 
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TODAY’S WOMAN is a compelling, active 
advertising medium, selling hard to the 
select best of young American home- 
makers. For, gentlemen, the average ABC 
circulation of TODAY’S WOMAN for the 
first three months of 1946 was—not a 
quarter-million, not a half-million—but 
702,480! And in this rapidly growing 
medium, advertisers enjoy the happy, low 
rates which average about half those of 
the four service magazines for older 
women. Your advertising should take ad- 
vantage of all these attractive facts: A 
great market being reached by a great 
and growing magazine — reach Mrs. 
Young by placing your advertising in 
TODAY’S WOMAN. 
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Railroad Group 
May Spend More 
fo Meet ‘Rates’ 


NEw YorK—Members of the 
advertising committee of the As- 
sociation of American Railroads, 
Washington, have approved rec- 
ommendations of its agency, Ben- 
ton & Bowles, New York, for con- 
tinuance through the calendar 
year 1947 of general themes and 
lists now employed by the group 
in a four-part campaign. 

The committee will act later 
this year on recommendations of 
B&B that the 1947 budget be ex- 
panded, primarily to meet rate 
increases of publications. 

The 1946 budget is somewhat 
less than $1,000,000. Its expendi- 
ture in magazines, farm papers 
and newspapers in 1945 was listed 
at $718,643. In that year the Air. 
Transport Association was listed | 
as spending $424,841, in magazines | 
only. | 

The AAR is emphasizing the 
railroads as a “local business” in 
the Atlantic Monthly, Collier’s, 
Liberty, Life, Look, National Geo- 
graphic, The New Yorker and The | 
Saturday Evening Post, and in> 
business papers. 

A series in executive and busi- 
ness magazines cites the railroads’ | 
needs for adequate revenues and 
for reduction of carrying charges. | 
A third part of the program ap- | 
pears in youth and teacher pub- | 
lications, including 43 state teacher | 
papers. Tie-in material is pro-- 
vided for classroom use. About | 
135 state, regional and national | 
farm papers carry a series on the | 
“partnership” between the farm-_ 
ers and the railroads. 


Grocery Store Products | 
Names Givler Ad Chief | 


Donald N. Givler, vice-president 
of Grocery Store Products Sales 
Company, Inc., New York, has 
been appointed advertising and | 
merchandising manager for all the | 
company’s brands. He will super- | 
vise promotion on Kitchen Bou- 
quet, B in B mushrooms, Cream of 
Rice, and Foulds Golden Age and 
Gold Medal macaroni products. 
He has been in charge of western 
and central operations, most re- 
cently general manager of the 
Foulds Milling Company, Liberty- | 
ville, Ill., subsidiary. 

The company’s 1946-47 adver- 
tising program, to be increased 
more than 100% over last year, | 
will be concentrated in news- 
papers and magazines ‘‘because 
tests have established their greater 
pulling power in promoting the 
sale of the company’s products.” | 


Bortman Names Northrop 


R. D. Northrop Company, Bos- 
ton, has been named to handle 
the advertising of Bortman Plas- 
tics Company, Boston, maker of 
plastic coatings and film. 


Write for Folder 


“Facts About the Men Who 
Handle America’s Foreign 
Trade”’ 


20 Vesey Street 
New York 7, N.Y. 


Advertising Age, September 30, 1946 


Ticknor Promoted 


_Commercial Solvents Corpora- 
tion, New York, has promoted 
William D. Ticknor Jr. from as- 
sistant to the vice-president in 
charge of sales to manager of the 
export division. 


To J. L. Purnies 


Electronic Measurements Cor- 
poration, New York, has placed 
its advertising with J. L. Purnies 
& Associates, newly formed agency 
in Mt. Vernon, N. Y. 


Banks Display 
Appliances, Aid 
Sales and Loans 


Newark, N. J.-—Krich-Radisco, 
Inc., distributor of radios and 
major appliances, has, in coop- 
eration with various dealers, set 
up display rooms in local banks 
to merchandise more effectively 
American Kitchens, all-steel sinks 


and cahinets which can be bought 
on time-payment plans sponsored 
by the banks. 

The banks are just as enthusi- 
astic as the dealers. Through the 
displays, they are able to contact 
consumers more closely, as well 
as builders and contractors. 

According to American Central 
Mfg. Corporation, Connersville, 
Ind., maker of American Kitchens, 
one salesman on duty at one of 
the bank-appliance dealer coop- 
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erative displays was able in one 
week to write an unprecedented 
$13,600 in sales. 


Names National Distillers 

National Distillers Products Cor- 
poration, New York, will distribute 
the French line of Calvet wines, 
made by J. Calvet & Cie., Bor- 
deaux. Orders are being accepted 
now for fall delivery, although 
supply is limited and quantities 
will be restricted. Four Bourdeaux 
and four burgundies will be im- 
ported. 


TI-OPAKE ! 


name the ideal 
lightweight paper for both offset 
and letterpress 


BVIOUSLY the answer is INTERNATIONAL TI- 
O OPAKE if you want a lightweight paper 
of unusual opacity — one with a minimum of 
show-through when printed on both sides. 


You have your choice of two finishes — Smooth 
and Vellum. Run your finger over TI-OPAKE Smooth 
and you'll know where it gets its name. This 
impressively beautiful paper— offering an ideal 
printing surface for 110 screen halftones and 
color process work in letterpress or offset —wins 
praise for catalogs, house organs, broadsides. 


TI-OPAKE Vellum has its own claims to fame. 
It offers a surface that dries quickly without 
feathering — invaluable in rush jobs. Flat color 
and line work— or anv printed matter— shows 


up to extra advantage on this rich-looking 
paper — ideal for prospectuses, financial state- 
ments, brochures, booklets, circulars, enclosures 
and broadsides. 


Even the facilities of the world’s largest maker 
of papers cannot fill all requirements in today’s 
shortages; but we'll continue to do our best. 
International Paper Company, 220 East 42nd 
St., New York 17, .N. Y. 
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FOREIGN MANAGER 


One of our clients, internationally known, wants a 
Foreign Manager. This man will have had world-wide 
experience with some well known consumer merchandising 
firm. Must be a sales executive type. Must be able to 
discuss domestic trade problems with heads of foreign 
governments and foreign business firms. He will probably 
be in his fifties. 


His salary will be $12,000 to $15,000 plus an incentive 
arrangement that will double this. 


Write or telephone in confidence. 


PERSONNEL CONSULTANTS 
“Matching Men and Jobs" 


8 S. MICH. AVE., CHICAGO ANDOVER, 3129 


Advertising Age, September 30, 1946 


The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


/50 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; 


| lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


ADVERTISING ARTIST FOR 
ATRLINE 


“ 


Major airline needs young artist ca- 
pable of producing fresh, modern 
layouts for booklets, folders, cards 
and space advertising. Some finished 
art. Please give personal history, 
training, experience, present posi- 
tion and salary expected in first let- 
ter. Write: 

Box 8464, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ARTIST WANTED 
Substantial north-central advertis- 
ing agency handling only national 
accounts has unusual staff opening 
for experienced general artist. Must 
be expert at lettering and typo- 
graphic layout, also good at re- 
touching. Small city. Permanent. 
Previous agency or printing firm 
experience essential. Samples later. 

Box 8459, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l. 


SALES PROMOTION MAN 


Are you the alert young man who will take advantage of this ex- 
cellent opportunity in the Sales Promotion Department of a major oil 
company located in Chicago? 


THINKER — Able to think soundly, grasp facts quickly and write well. 


WRITER — Experienced in creative writing that will enable you to pro- 
duce a wide range of sales promotion booklets, manuals, broadsides, 
direct mail pieces, films, display material and training material. 


PRODUCER — Familiar with printing, engraving, photography and all 
other phases of the graphic arts. Able to follow through on production. 


You will receive full cooperation of a well-staffed department. Ex- 
perience and ability to carry your own weight and produce quality 
work and practical results is a musf. 


Salary about $300.00 per month depending upon your qualifications 
and experience. 
BOX 6579, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ADVERTISING PRODUCTION MAN 
NEEDED BY MAJOR AIRLINE 


Should have thorough knowledge of 
all graphic arts processes. Must be 
able to purchase plates and print- 
ing for direct mail and space adver- 
tising; supervise and keep. cost 
records of such production. Give 
personal history, experience, present 
position and salary expected in first 


letter. 
Box 8465, ADVERTISING AGE 


Good opportunity and salary with 
studio doing only high class work. 
Must be capable of handling photo- 
graphic and mechanical retouching. 
Midwestern city. Permanent posi- 
tion. Write giving qualification de- 
tails and other helpful information. 
Box 8455, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


planes using the Jamestown 
Airport, the city has recently 
become a valuable link and 
terminal for Empire Airlines. 
Now flights east and west are 
daily features. All American 
Airlines await C.A.B. approval 
to add Jamestown to its itiner- 
ary this fall. 


the 


PLUS A GROWING MODERN AIRPORT 


With whole coveys of private 


Industrial Jamestown makes in- 
creasing use of the air facili- 
ties, and plans for future de- 
velopment make the local air- 
port important to business, This 
newspaper chronicles every new 
event of the Air Age... as 
well as other news which makes 
Post-Journal 
paper of Western New York. 


the leading 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 


HELP WANTED 


HOUSE ORGAN EDITOR: 
Large Midwest Manufacturer in 
small community wants young man 
to plan, write, and supervise publi- 
cation of trade and employee house 
organs and other direct mail. Jour- 
nalistic or advertising experience or 
training required. Excellent oppor- 
tunity to grow. 

Box 8458, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MAJOR AIRLINE NEEDS 
ADVERTISING COPYWRITER 


Must have creative ability to plan 
and write booklets, folders and gen- 
eral direct mail pieces and work 
with artist and production man in 
producing same. Please give per- 
sonal history, training, experience, 
present position and salary expected 
in first letter. 

Box 8466, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ARTIST OR ART DIRECTOR 
Experienced in finished art and lay- 
out, excellent opportunity, give de- 
tails first letter. Reply: 

Box 8472, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER: 
Somewhere there’s a chap with an 
orderly mind, a yen for facts, and 
a facile pen. He would enjoy writ- 
ing copy that blends sell with “sing”’ 
for a 4-A Agency located in one of 


ropolises. This assignment covers 
tional magazine and collateral ma- 
terial. A decent family chap of 
stability and character will find a 
good spot to grow. Automotive ex- 
perience helpful but not absolutely 
essential, if you can prove that 
you’ve got plenty on the ball. Tell 
us all about yourself including your 
idea of salary, in confidence, of 
course. 

Box 8484, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


ACCOUNT EXECUTIVE’S 
OPPORTUNITY: 
In a “Big Town” within 200 miles 
or so of midstate Illinois, some ad- 
man is weighing the advantages of 
living and working in a smaller 
community. He’s now in advertis- 
ing agency work; an account execu- 
tive or contact man controlling sev- 
eral 10 to 30 M dollar accounts. He’s 
a salesman, a copy writer, knows 
merchandising, research, production, 
art—in fact, knows what makes an 
agency click. Naturally he has am- 
bition to become a top executive and 
earn a substantial financial interest 
in an agency. He’s Christian, with 
character, probably in his thirties 
and knows that hard-hitting, intel- 
ligent service will hold accounts 
longer than will unlimited entertain- 
ment. This agency has a berth that 
offers a reasonably good living now, 
and a worthwhile financial interest 
within a reasonably short time. 
Send us a complete resume of your- 
self together with recent photo. A 
meeting will be arranged. 
Box 8474, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN with college 
training and at least two years ex- 
perience in copy writing wanted by 
Wisconsin manufacturer of house- 
wares located near Milwaukee. 
Ideal living conditions in city of 
less than 10,000. This man must 
have a high degree of creative tal- 
ent and will have an opportunity to 
work on national advertising, direct 
mail, publicity, and other promo- 
tional material. He will be an as- 
sistant to the Advertising Manager 
and must be able to write effective 
copy. Applicants should write fully 
about education, experience, present 
work, age and salary expected. 
Those meeting our requirements will 
be granted an interview. Members 


of our organization know of this 
ad. Inquiries will be strictly con- 
fidential. Write: 

Box 8475, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING PRODUCTION 
| Large Chicago concern well estab- 
| lished in typography, electrotyping, 
| matrix making, stereotyping fields 
and serving many leading Chicago 
ageneies wants man for customer- 
service department. Agency produc- 
tion experience desirable but not ab- 
solutely necessary. Good opportu- 
nity for young man with proper 
qualifications. Give full details of 
personal history and experience 


background, also salary require- 
ments, : 
Box 8477, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
SECRETARY-STENOGRAPHER: 
Experienced, Rapid, Good Opportu- 
nity; Well established Publishing 

House. Write details. 

Box 8478, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ART DIRECTOR and visualizer who 
is good enough for slick mag com- 
presensives, yet willing and able 
to pack his Sunday best punch into 
business-paper and industrial ad- 
vertising without building up pro- 
duction costs that will drive a nice 
list of clients crazy. This is a good 
spot among a fine gang to spread 
your wings in one of the 4A-Agen- 
cies which is located in one of mid- 
west’s brightest small metropolises. 
Tell us about yourself (with sam- 
ples of stuff that’s entirely your 
‘own.) Include your idea of salary. 

Box 8483, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


| IF You Spend 


light bodyface 34 per line. Box numbers add two | 


the midwest’s brightest small met- | 


everything from business paper, na- | 


Over $25,000 
a Year 
for Advertising 


HERE’S 


a Situation 
(Largely Personal) 
by Which 

You Can Benefit! 


AS YOU are possibly aware 
spectacular advertising suc- 
cesses usually occur when the 
Copy Chief of the advertising 
agency makes the account “‘his 
baby’’—and gives it everything 
he’s got. And when he lands a 
worthwhile account by himself 
another advertising success has 
been launched because that ac- 
count gets the breaks! 


o 

For that reason, another ad- 
vertising success can have its 
start with this advertisement 
and you can be the beneficiary. 


* 

I'm Coo Chief of a highly 
successful Chicago advertising 
agency. For some timeI haven’t 
landed an advertising account 
alone; every time I was ready 
to start, a new account would 
come into the agency. But now, 
there’s not going to be any 
more “‘tempus fugit” for me. 
I’m going to get another ac- 
count, and I'll see to it that it will 
get the breaks. 


CY 

Were YOUR account to be- 
come my account as the result 
of this advertisement your ad- 
vertising would be more profit- 
able. Your advertising appro- 
priation would have the highly 

rofitable benefit of all Tre 
earned thru the spending of 
millions of dollars—of where, 
when and how to advertise best 
—of the surefire stratagems 
which will make your adver- 
tisements more productive. 


* 

But enough generalities! If 
your account is open for solici- 
tation let me give you some in- 
teresting specifics. Of course 
your letter will be held con- 
fidential. While our agency 
head and clients know about 
this advertisement, for obvious 
competitive reasons I use a box 
number. 


Box 6581, Advertising Age 
100 E. Ohio St., Chicago 11, Il. 


SALES MANAGER 
WANTED 


BASIC QUALIFICATIONS — Ade- 
quate background of training in 
modern sales methods; experience 
handling a Sales Department and 
a widespread Distributor organ- 
ization; experience with marketing 
of units having high unit costs; 
as much aircraft background as 
possible, which may include mili- 
tary experience or private flyin 
experience; unblemished persona 
reputation. 


BASIC OPPORTUNITY—Chance to 
head either Export or Domestic 
Sales Department of established 
aircraft manufacturer with world- 
wide distribution and unexcelled 
products enjoying highest reputa- 
tion. Salary in low five-figure 
bracket to start with further in- 
creases to depend on ability and 


performance. 
Write full details in first letter 
if possible. 

Box 6576, Advertising Age 


330 W. 42nd St., New York 18, N. Y. 


Wanted 
Idea Man-Artist 


for 
Advertising Displays 


A Chicago Agency has an 
opening for a man of excep- 
tional ability and versatility in 
creating and developing ideas 
for lithographed displays of 
cardboard construction. Start- 
ing salary commensurate with 
ability. Splendid opportunity. 
Write in confidence; all the men 
in our organization know of 
this advertisement. Address 


Box 6577, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 
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HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


PLANS AND COPY DIRECTOR 
for successful, rapidly-growing 
4A Agency 
This newly-created position requires 
a man with extensive agency ex- 
perience in complete campaign plan- 
ning and creative copywriting. He 
must have comprehensive knowl- 
edge of all marketing, sales, mer- 
chandising and distribution methods 
for consumer and industrial prod- 
ucts. He must be able to plan com- 
plete advertising and merchandis- 
ing campaigns. He must be 
able to supervise the work of other 
copywriters and personally write 
final copy for major campaigns. His 
experience must include much 
agency copywriting for newspaper, 
magazine, trade journal and direct 
mail campaigns. He must have a 
basic knowledge of effective layouts 
in order to quickly visualize his 
ideas to our Ad-Visualization Di- 
rector with whom he will work in 
close co-ordination. Obviously, this 
is a top-flight job. The opportuni- 
ties are virtually unlimited. This 
agency is already sizable and is 
growing very, very rapidly. Branch 
offices are being established in key 
cities. Here is a once-in-a-lifetime 
opportunity to start in near the 
top in a very important position in 
an already successful, rapidly (but 
soundly) expanding advertising 
agency. The salary is open and your 
future will depend on your own 
ability. At M. R. Kopmeyer Com- 
pany there is no salary limit on 
results. Mail complete qualifica- 
tions, references, recent photograph 
and samples. All applications will 
be kept in strictest confidence. Your 
references will not be checked un- 
til we have your permission to do 
so—after a personal interview which 
will be arranged if your qualifica- 

tions meet our standards. 

M. R. KOPMEYER COMPANY 
Advertising and Marketing 
10th Floor, Realty Bldg., 

Louisville 2, Ky. 


SPLENDID OPPORTUNITY 
For young writer with 3 to 5 years 
experience to work on sales promo- 
tion and house organ with estab- 
lished growing Chicago food manu- 
facturer. Advertising experience 
helpful. Good starting salary. Good 
prospects advancement. Reply only 
if you have ability to take on writ- 
ing assignments under experienced 
supervision. Insurance, hospitaliza- 
tion, profit-sharing available later 
if you make good. Give details edu- 
cation, experience, salary expected, 
references. Reply—by mai'—Room 
1 333 N. Michigan Ave., Chicago 


MAJOR OIL COMPANY 
has good opening in Advertising 
Dept. for creative, aggressive man 
with well-rounded advertising back- 
ground and special knowledge of 
displays and dealer’ advertising 
helps. Experience in tire and ac- 
eessory merchandising desirable but 
not essential. 
Box 8482, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CIRCULATION MANAGER: With 
record of results in newsstand and 
mail subscription promotion for na- 
tional consumer magazine. Must be 
qualified to set up national circula- 
tion campaigns and to direct others. 
Real opportunity for circulation pro- 
ducer who has gone as far as he 
can in his present connection. Our 
organization knows of this adver- 
tisement. Explain in detail your 
experience; other qualifications and 
income requirements. Send photo 
if possible—it will be returned. In- 
terview can be arranged in Chicago 
or New York address. 

Box 8473, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Adv’t’g Writer 
EXTRA MONEY 
$1000 - $2000 per Year 


The man we need is a versatile 
advertising writer now employed, 
probably in an agency, one who 
holds a good job and doesn't want 
to change but who would like to 
make a substantial addition to his 
income by extra writing. He must 
be able to write inspirationally 
but sensibly to an audience con- 
sisting of men and women at work- 
benches and in business offices. 
The general pattern of writing is 
established and has proven suc- 
cessful. The man we want will be 
expected to hold close to the 
writing pattern, however he will 
have a voice in the selection of 
subjects which will all be of a 
human-relations nature. Our writ- 
ings are sold to business firms and 
the only limitations upon the earn- 
ings a man can make at this work 
are his ability and the amount of 
time he can devote to it. There 
is at least $1000.00 to $2000.00 
extra per year in this on a fee- 
per-job basis to begin with, for 
the man who can deliver. We are 
a one-man outfit and you can 
write in confidence but please 
don't send samples with first cor- 
respondence. A Chicago man 
preferred. 


Box 6578, Advertising Age 
100 E. Ohio St., Chicago If, Ill. 


WANTED — Man to write atent 
medicine advertising. The work may 
be done in your own home. World’s 
Medicine Co., P.O. Box 673, Colum- 
bus, Ohio. 


POSITIONS WANTED 


ADVERTISING 

SPACE SALESWOMAN 
8 years experience. Currently sell- 
ing space for long established na- 
tional publication. Have doubled 
advertising volume in last 18 
months. Seeking new connection N. 
Y. area. Excellent references. 
Box 8486, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
LAYOUT ARTIST AVAILABLE for 
job in middle west. Vet 28, mar- 
ried. 6 yrs. Newspaper, Agency 
exp. Lettering, illust. (line & wash) 
plus prod. knowledge, color layouts. 
Box 8471, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
RADIO PRODUCER-DIRECTOR 
Alert, experienced, creative N. Y. 
radio producer (31), who has suc- 
cessful record of topflite network 
shows, desires connection as agency 
director or station manager. 12 
years in radio. Thoro knowledge of 
music, programming, and operations. 
Capable of quick, accurate, decisions. 
Mar., highest ref. Will leave N. Y. 

Box 8479, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 


PUBLICITY WRITER 
Experienced woman writer wants 
part time job. Has written on as- 
signment for leading trade journals. 

Box 8476, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING TRAINEE 
Ex-Naval Supply Corps officer de- 
sires position in agency or adv. 
dept. where he can gain prestion) 
experience and training in all phases 
of advertising. He is potential acct. 
exec. Or adv. mgr. Age 23, single, 
college grad. with major in adv. 
Job location, salary unimportant. 
Has definite talent, seeks only to 
develop it. 

Box 8480, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PRODUCTION & TRAFFIC | 
CONTROL 


advertising agency or publication. 
11 years with large agency, 8 years 
mail order incl. scheduling printed 
material, editing, proofreading. ete. 
Box 8481, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING—SALES 
PROMOTION MANAGER 


With background of more than 15 
years in department store, news- 
paper and radio. Thoroughly fa- 
miliar with art, copy, layout, pro- 
duction, research. Age 34; married. 
Seeks permanent connection with 
salesminded mfr. or growing agen- 
cy. Prefer small or med. size city. 
Box 8454, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
PUBLIC RELATIONS DIRECTOR 
last four years for industrial firm. 
Background, top advertising agency 
copywriter and account executive. 
Open to discussion of your prob- 


lem. 
ADVERTISING AGE 


Box 8485, 
100 E. Ohio St., Chicago 11, Il. 


Joins ABC Research 
H. Addison Campbell, former 
research manager of Turck-Hill & 


ADVERTISING PRODUCTION 
Agency experienced. Available now. 
Box 8439, ADVERTISING AGE 


100 is ae Ste chicago 1h. Co., industrial engineering or- 
Mr. Manufacturer—-Do you have a |2anization, has been named di- 


rector of market research for the 
American Broadcasting Company. 
He directed research for Station 
on? Schenectady, from 1941 to 
1945. 


Nu-Flower Dyes to Ellis 


Nu-Flower Dyes, Buffalo, has 
named the Buffalo office of Ellis 
Advertising Company to direct its 
advertising. Business papers and 
direct mail will be used. 


worthy product and a national sales 
organization requiring leadership? 
My experience, initiative and ambi- 
tion qualify me to take over the 
responsibility. Know merchandising, 
aware of dealer’s problems, under- 
stand men. Perfect health, temper- 
ate habits and full of sound ideas 
which I am capable of executing. 
An interview will convince you. 
Box 8487, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ili. 


REPRESENTATIVES WANTED 

PUBLISHER’S REPRESENTATIVE 
to represent leading regional publi- 
cation in its fleld. Present commis- 
sion substantial. Must be young, 
aggressive and have agency ac- 
quaintance in Illinois, Wisconsin, 
Minnesota, Massachusetts, Missouri, 


PRINTING CONNECTION 


Ohio and Indiana area. Send pro- Chicago printing firm specialists in ad- 
duction record, references, photo- vertising printing and small publications, 
graph and all essential details first with quick delivery because of automatic 
letter. Address machinery and day and night —— 

Box 8457, ADVERTISING AGE wants top notch salesman. Excellent op- 


portunity to right man. 


Co-operation invited from Advertising 
Agencies and Brokers wanting print- 
ing connections. 


Box 6580, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphie Arts Photo Service 
Box 365-A, Hamilton, Ohio 


Crescent tarmers are "UP IN THE AIR” 


@ Progressive, air-minded farmers of He Golden 
Crescent are trading in the Old Gray Mare for a 
stream-lined plane. Throughout the three states— 
Michigan, Ohio and Pennsylvania—rural flying 


organizations are being formed. The 


OHIO FARMER — 


CLEVELAND 


Ohio Flying Farmers, recently organ- 
ized, held a field day which attracted 
340 farm people—222 of whom hold 
pilot licenses, and 160 of whom own 


DETROIT. 


| MICHIGAN FARMER 


their planes. This is the largest farmers’ flying 
club in the country. 


These facts give you one angle on the alert type of 
people—and the type of market—you find among the 


three million farm folks of He Golden Crescent. 


A market for airplanes, of course—but also a con- 
centrated, able-to-buy market for almost anything 
you can name in the way of goods that add to 
modern comfort, convenience and efficiency. Right 
now, with money to spend, these farm people want 
a great variety of branded, advertised goods which 
war restrictions have denied them. 


Don’t overlook so lucrative a market as Fae Golden 
Crescent / Here’s a place to tell your sales story, 
thoroughly and economically, using only three 
publications. These well-read, well-trusted maga- 
zines—-MICHIGAN FARMER, OHIO FARMER 
and PENNSYLVANIA FARMER~-reach 7 out 
of every 10 of these 3,000,000 farm folks in 


The Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1946, Capper-Harman-Slocum, Inc. 


_ PENNSYLVANIA FARMER 


HARRISBURG 


ad 
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of 
Aameahe 
Armed Forces 


Richard Gerken (Navy) has, 
joined John Blair & Co., Chicago, | 
radio representative, as an account | 
executive. | 


Robert K. Zipprodt (Army) has | 


joined the promotion department | 
of Outdoor Advertising Incorpor- | 
ated, New York. 

Milton A. Foland (Army) and 
Kenneth Fitzgerald (Army) have 
joined the Portland, Ore., office of | 
Pacific National Advertising 
Agency. 


a 2 OF SESE, 
pss 


DE 


= 


Sears 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Illinois 


Neal Landy has joined the Solis 
S. Cantor Advertising Agency, 
Philadelphia, as copy chief and 


head of the marketing department. | 


Richard W. Smith (Army) has 
returned to Griswold - Eshleman 
Company, Cleveland, as an ac- 
count executive. 

M. Michael Brown has joined 
James J. McGuinn & Associates, 
Chicago public relations firm, to 
head its new radio department. 

Raymond P. Calt (Army) has 
joined the creative staff of Fuller 
& Smith & Ross, New York. 

Albert L. Cassak (Army) has 
joined the sales staff of Albert F. 
Mathason Agency, Philadelphia. 

James L. Bracken (Army) has 
been appointed managing editor of 
Western Metals, published by Jen- 
kins Publications, Inc., Los An- 
geles, which has also appointed 


| Don W. Cole (Army) as the pub- 


lication’s advertising manager. 
Faunt Smith (Navy) has been 


| named advertising manager of the 


Arkadelphia Southern 
Arkadelphia, Ark. 
John L. Cox (AAF) has rejoined 


Standard, 


Libbey - Owens - Ford Glass Com- | 


, pany, Toledo, as a member of the 


public relations department. 


Hollingshead Uses Plane 


R. M. Hollingshead Corporation, 
Camden, maker of Whiz automo- 
tive and beauty products, has 
purchased an 18-passenger DC-3C 
transport plane for use in its job- 
ber salesman training program. 
In the next 12 months, about 1,800 
executives and salesmen of 100 
jobbers will be flown to observe 
operations in the company’s Cam- 
den plant. 


Mandel Names Berman 


Morris Berman has been ap- 
pointed merchandise manager of 
the upstairs linens, domestics and 
drapery departments of Mandel 
Brothers, Chicago, succeeding 
Ralph Heilbronn, who has re- 
signed. Mr. Berman will con- 
tinue to merchandise all other 
home departments in the upstairs 
store, as he has in the past. 


Pearson to Matchabelli 

Paul W. Pearson, recently as- 
sistant sales manager of Consoli- 
dated Cosmetics, distributor of 
Dana perfume, has joined Prince 
Matchabelli, Inc., New York, as 
sales manager. 
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Power Company 
Offers Full-Size 
Home as Display 


St. Lours—Union Electric Com- 
pany of Missouri is completing, 
on the main floor of its building, 
a full-scale, four and one-half 
room house, adequately wired, 
well lighted and equipped with 
every appliance which the com- 
pany feels is necessary for such 
a home. 

The exhibit, to demonstrate 
visibly what a truly modern, 
electrically-equipped home is like, 
is part of the company’s “Living 
Better Electrically” campaign. 

In addition, the company is 
offering a condensed version of the 
home-as a floor display in each 
of its 24 branch stores. Four full- 
scale kitchens are also being com- 
pleted in the main office, where 
windows will be used for tie-in 
displays. 

The promotion, which is sched- 


| wee for the full month of October, 


will be supported by newspaper 
copy, radio time and outdoor pan- 
els. More than 1,000 dealers will 
receive promotional material. 


Offers List of Ad Books 


Advertising Federation of Amer- 
ica, New York, has issued a book= 
let, entitled “Books for the Ad- 
vertising Man,” which is a 
bibliography of books on adver- 
tising, marketing and related sub- 
jects published during 1923-1941. 
The booklet sells for $1. A sup- 
plement to the main bibliography 
is also available for an additional 
25 cents. It lists books published 
in the advertising field from 1942 
to 1945. 


Pabco Promotes Two 


I. J. Bush, assistant southern 
district manager of the building 
materials division of Paraffine 
Companies, Oakland, Cal., has 
been appointed southern district 
manager with offices in South 
Gate, Cal. Clay Lilleston, with 
the company for the past 16 years, 
has been promoted to assistant 
district manager. 
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To keep our story in the vernacu- 
lar, there’s nothing like the pene- 
trating, stimulating action of local 
newspaper advertising to keep 
sales managers breathing freely. 


“Our renewal record shows what 
we think of the eight Booth Mich- 
igan Newspapers,” says Curtis 
Holland, Media Director of the Vick 
Chemical Company — 


you well. 


“four and 


five ads per week, throughout the 


GRAND RAPIDS PRESS - FLINT JOURNAL 
‘JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


ick's ads every year 


+ KALAMAZOO GAZETT 


winter, year after year, for as long 
as 29 years in one Booth market.” 


Whatever you have to sell, Booth 
Michigan Newspapers will serve 


For specitie information on 
Booth Michigan Markets. call: 


Dan A. Carroll. 110 East 42nd Street, 
New York City, 17 


John E. Latz, 135 N. Michigan Ave.. 


Chicago. I 


EWSPAPERS 


SAGINAW NEWS 


of Service to the Baking Industry 


BAKERS’ HELPER is the original bakery publication. For nearly 
60 years, America’s bakers have looked to BAKERS’ HELPER for 
leadership; and for almost 60 years BAKERS’ HELPER has pioneered 
in developments that have helped to make commercial baking a 
major industry —doing an annual business today of over two 


billion dollars. 


In these 60 years BAKERS’ HELPER has made thousands of 
friends and acquired tremendous influence which is reflected in 
continuous circulation growth and advertising volume to its present 


all-time high. 


Sixty years are only a beginning! Today BAKERS’ HELPER stands 
as the No. 1 publication, offering manufacturers the largest audi- 
ence of paid subscribers* It is your most potent sales producer 


in the baking field. 


10004 


weoet— CIRCULATION GROWTH i 


*13.459 NET PAID 


ERR 
“T—] AVERAGE ADVERTISING 
“T] PAGES PER ISSUE 


THE BAKING INDUSTRY 


MAGAZINE 


2 


217 Broadway. New York 7 
BI6 W. Fifth Street Los Angeles 13 


105 W. ADAMS ST. 
CHICAGO 3, ILLINOIS 
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NEW DISPLAY—First major dealer dis- 

play offered by Toastmaster division, 

McGraw Electric Co., Elgin, Ill., which 

will go to about 10,000 Toastmaster 
dealers. 


Toastmaster 
Features New 
Dealer Display 


ELGIN, Itt.—To help its dealers, 
some of whom are now toaster- 
less, Toastmaster Products divi- 
sion of McGraw Electric Com- 
pany is putting out its first major 
point-of-sale material since the 
war. The three-dimensional dis- 
play is so arranged that dealers 
can show an actual toaster if they 
choose, or they can let a full-size 
illustration do the trick. 

Popping up from one of the 
slots where bread is toasted, is an 
“Order Your’s Now” placard 
which can be removed if dealers 
prefer not to take orders for future 
delivery. 

The display will go to about 
10,000 Toastmaster dealers 
throughout the country. Erwin, 
Wasey & Co. is the agency. 


To Announce Winners 
at Oct. 4 Dinner 


Winners of Financial World’s 
competition for for the best an- 
nual report of 1945 will be pre- 
sented to representatives of 100 
corporations at a dinner Oct. 4 in 
the Waldorf-Astoria Hotel, New 
York, and the year’s best annual 
report will be announced at that 
time. 

Secretary of the Treasury John 
W. Snyder will be guest speaker 
at the dinner, and Emil Schram, 
president of the New York Stock 
Exchange, will preside. The pub- 
lication already has announced the 
names of 75 winners of the “best 
of industry’ awards in various 
industrial classifications. 


Appoints Oswald 


Robert A. Oswald, who for the 
past eight years has been account 
executive with Western Advertis- 
ing Agency, Los Angeles, has been 
appointed acting advertising man- 
ager of Electric Household Utili- 
ties Company, Chicago, maker of 
Thor Automagic washing ma- 
chines, dishwashers and sinks, and 
Gladirons. He succeeds Jim Pease, 
who was vice-president and ad- 


vertising manager. 
NY DRUGS, FOODS, 
DRINKS 


are OVERLOOKING A MARKET 
That’s as wide and broad as 
the United States itself. 


Cosmetics, drugs, foods, drinks,— 
everything from automobiles to 
zithers are purchased at the rate 
of seven billion dollars a a a by 
this very active home market. It’s 
easy to overlook because we're all 
so close to it. But it’s easy to reach, 
too. You reach the big American 
Negro market through the race 
papers to which the Negro looks 
for guidance. The good will, con- 
fidence, and regular patronage of 
the Negro can be won and held by 
advertising in the Negro papers. 

You owe it to your business to 
get the facts about the success 
stories built upon reaching this 
great and growing market through 
advertising. Write to Interstate 
United Newspapers, Inc., 545 Fifth 
Avenue, New York. Get the facts. 


COSMETICS, 


Airline Names Two 


Samuel C. Pace, formerly assist- 
ant advertising manager and mid- 
western sales manager in Chicago 
for Strathmore Paper Company, 
has been appointed regional direc- 
tor of public relations for the 12- 
state southern region of American 
Airlines, with offices in the Mer- 
cantile Bank building, Dallas. Jack 
Saunders, former Dallas newspa- 
perman, has been named assistant 
public relations director. 


KSWO Joins ABC 


Station KSWO, Lawton, Okla., 
will affiliate with the American 
Broadcasting Company on Nov. 
15, becoming the network’s 218th 
outlet. KSWO, 1,000-watter, is 
owned by the Oklahoma Quality 
Broadcasting Company and man- 
aged by John W. Steele. 


Pacific Council 
of Four A's to 
Meet Nov. 4-6 


SANTA BARBARA, CAL.—Members 
of the Pacific Council of the 
American Association of Adver- 
tising Agencies will hold their 
first postwar convention at the 
Biltmore Hotel here Nov. 4-6. 
H. E. Cassidy, the McCarty Com- 
pany, Los Angeles, is chairman 
of the council. 

Agency executives scheduled to 
speak before the various sessions 
of the ninth annual meeting in- 
clude James H. S. Ellis, president, 
Kudner Agency, New York; Dana 
H. Jones, owner of the Dana Jones 
Company, Los Angeles agency; 


Linnea Nelson, radio buyer, J. 
Walter Thompson Company, New 
York; Fairfax M. Cone, Foote, 
Cone & Belding, Chicago; Sigurd 
S. Larmon, president, Young & 
Rubicam, New York; Joseph 
Moran, of Y&R’s radio division; 
Don Belding, Foote, Cone & Bel- 
ding, Los Angeles; James W. 
Young, J. Walter Thompson Com- 
pany, and H. H. Haupt, Batten, 
Barton, Durstine & Osborn, Min- 
neapolis. 

Other speakers on the program 
will include Dr. George Robbins, 
University of California extension 
division, Los Angeles; Victor Pelz, 
director, Traffic Audit Bureau, 
New York; Fred R. Gamble, Four 
A’s president; Robert Smith, pub- 
lisher, San Francisco Chronicle; 
Dr. Peter Odegard, president, Reed 


College, Portland, Ore., and W. J. 
Braunschweiger, vice - president, 
Bank of America, Los Angeles. 

A large delegation of media 
representatives from Los Angeles 
and San Francisco is expected 
here for the final day’s session. 


Names Paris & Peart 


Harry Dixon & Sons, New York, 
exporter and supplier of chemicals 
for industrial use, has appointed 
Paris & Peart, New York, to 
handle its advertising. Business 
papers and direct mail will be 
used. 


Joins ‘This Week’ 

Bradford B. Reynolds, formerly 
with Fortune and Architectural 
Forum, has joined the advertising 
staff in the Chicago office of This 
Week Magazine. 


“the best location in the nation” 


* A bow to the Cleveland Elec- 


tric 


to Northeastern Ohio, 
this a still richer anc 
market place. 


A Basic Station of 
the Columbia Network 


Iluminating Company 
which has helped to attract 
more than 100 new industries 


ees 


eastern Ohio... 


Things are happening in Cleveland and North- 
“the best location in the nation” for 

industry and for record-breaking sales during the coming 
year ... Employment has soared beyond the half million 
mark ... new retail businesses are blooming (68% more than in 
1940)... More than one million convention visitors in Cleve- 
land’s Sesquicentennial Year have put fifty million more dollars 


into circulation . . . another one hundred twenty million is 


going into city-county face lifting, harbor improve- 


ments and new subways . 


Edward Petry & Co., National Representatives 


. . And here, folks have a 
habit of tuning to WGAR, for the Friendly 
Station is the “favorite station” in “the 
best location in the nation.” 

Free Speech Mike Says: 
“There always are plenty of the good things of life 


for people who stay free... free to live, to work, 
to worship, to speak as they please.” 
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Aussie Dailies 
and Weeklies 
Show Ad Gains 


SyDNEY, AusTRALIA—AdvVertising 
space in virtually all sections of 
Australia’s daily and weekly met- 
ropolitan papers shows substan- 
tial increases for the year ending 
June 30, 1946, although still con- 
siderably behind the prewar year, 
1938-39. 

Largest advertisers. in 
newspapers during that period 
were Colgate Palmolive Ltd., 
Lever Bros. Ltd. and W. D. & 
H. O. Wills Ltd., tobacco manu- 
facturer. In the weekly _ field, 
Lever Bros. was the leading ad- 
vertiser, followed by E. C. De 
Witt & Co., maker of patent medi- 
cines, and Colgate Palmolive. 

Among the various types of ad- 
vertising in metropolitan dailies, 
classified advertising led in space 
used with a total of 1,881,156 col- 
umn inches, followed by general 
retail copy, with 759,459 inches, 
Amusement copy occupied 426,160 
column inches, Next in order were 
patent medicines (226,332), toilet 
articles (192,328) and foods (182,- 
790). Government copy ranked 
next with 118,863 inches of space. 
Contrary to U. S. trends, tobacco 
copy filled only 56,669 column 
inches. All of these classifications 
show a decided gain over the 
previous year. 


Retail Leads in Weeklies 


In metropolitan weeklies, gen- 
eral retail copy led the field with 
141,026 inches. Patent medicines 
followed with 111,777 inches. 
Third were toilet articles (92,351). 
Classified, which used the great- 
est amount of space in dailies, was 
fourth in weeklies with 92,327. 
Fifth was farming machinery, 
which totaled 83,280 inches. 
Amusements, third in the dailies, 


IN THE MID-WEST 


That's the place to start 
your program of distri- 


daily 


bution, advertising and 


sales. 


Take a GOOD look at 
MICHIGAN and INDI- 
ANA. These are your 
"Profit Markets" states. 


Securing distribution in 
non-metropolitan Michi- 
gan and Indiana is easy. 
We will help you get it 
with little cost to you. 


For details get in touch 
with 


SCHEERER & CO. 


Chicago |, — New York 17, 
35 E. Wacker Dr. 44% Lexington Ave. 


Member of the American Association 
of Newspaper Representatives 


ranked eleventh in the weeklies 
with 32,699 inches. Tobacco in the 
weeklies was a relatively minor 
space user, with only 17,652. 

The reports on _ advertising 
linage in dailies are based on the 
volume used in six Australian 
cities, Melbourne, Sydney, Perth, 
Adelaide, Brisbane and Hobart. 
Aggregate copy for the six cities 
totaled 4,561,941 inches, com- 
/pared with 3,186,641 for the pre- 
vious year. The weeklies shown 
in the report are located in Syd- 


nonin 


ney, Melbourne, Perth, Adelaide 
and Brisbane. Their aggregate 
total is 1,186,751 inches, compared 
with 975,898 for the previous year. 


Graham Agency Formed 


Hugh H. Graham & Associates, 
a new advertising agency, has 
been formed in New Britain, 
Conn., with offices at 10 Arcade. 
Principals of the agency are: Hugh 
H. Graham, president, and J. Roy 
McLennan, secretary, both for- 
merly with Charles Brunelle Com- 
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pany, Hartford; Edward J. Lush, 
formerly account executive with 
Hicks & Greist, vice-president; 
and E. Morgan Kelley, previously 
with United Aircraft Corporation, 
art director. Mr. Lush will oper- 
ate out of 17 E. 48th St., New 
York. 


Maps Perfume Campaign 

Maurella Products Company, 
New York, which last month ap- 
pointed Maxwell Dane, Inc., New 
York, to handle advertising on 
Essence Imperial Russe, will open 


a campaign next month in more 
than 75 newspapers in California, 
Michigan, Illinois, Ohio and Mis- 
souri. Names of local outlets will 
be featured in each advertisement. 
The series will run _ alternate 
weeks. 


S.A.E. Elects Frudden 


C. E. Frudden, consulting engi- 
neer of Allis-Chalmers Mfg. Com- 
pany’s tractor division, Milwau- 
kee, has been elected 1947 presi- 
dent of the Society of Automotive 
Engineers. 
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Joins Badger & Browning 


John W. Barndollar, formerly 
assistant to the vice-president in 
charge of sales of Gillette Safety 
Razor Company, has joined Badger 
& Browning, Boston and New 
York agency. 


Walker Names Parratt 


Rogers P. Parratt, formerly with 
Atkinson Associates, San Fran- 
cisco, has been appointed manager 
of the San Francisco office of 
Robert W. Walker Company. 


Sikorsky Boasts 
That Helicopters 
Saved Crash Lives 


New YorK—Hard on the heels 
of the news of the rescue of 18 
persons from the wreckage of a 
Belgian airliner near Gander, 
Newfoundland, Sikorsky Aircraft 
division of United Aircraft Cor- 
poration telephoned all-type, 660- 


Figen ie 
Pree Ge 2 


line copy to 28 newspapers in 13 
cities across the country to point 
out that Sikorsky helicopters par- 
ticipated in the rescue of the sur- 
vivors. 

In copy headlined “Sikorsky 
helicopters to the rescue,” the 
company paid tribute to the Coast 
Guard, Army and Navy for their 
teamwork in evacuating survivors, 
and noted “the helicopters used 
so successfully in the Newfound- 
land rescue were designed and 
built by the Sikorsky Aircraft di- 


vision of United Aircraft Corpora- 
tion. . . Sikorsky helicopters are 
now blazing many new trails in 
peacetime skies. For military op- 
erations, for search and rescue, 
for air mail pickup and delivery, 
these same Sikorsky helicopters 
are ready to perform many mis- 
sions impossible for any other 
type of craft.” 

The last of the survivors were 
evacuated Sunday afternoon. By 
Monday afternoon, Platt-Forbes, 
Sikorsky’s agency, was telephon- 


PRESS jor He 


BRITAIN’S MARKETS 


ITH Paper Controls releasing barely a quarter of pre-war 
supplies, “austerity” newspapers of four and six pages are 


still the rule rather than the exception 


in Britain, 


and the 


percentage of advertising in them is limited. Soon, we hope, there 
will be room for all the advertisers who seek access to the British 
market through the newspapers of the Kemsley Group. 


REET(IIth Floor), 


Newspaper Organisation 


NEW YORK CITY Telephone: 


Vanderbilt 


R 


63795 and 63796 


ing to the 28 newspapers, in an 
effort to squeeze the advertise- 
ment into Tuesday morning edi- 
tions. Checking and corrections 
were accomplished by telegraph. 

The company said the ad was 
a single shot, that no followup 
was planned. United took the op- 
portunity presented by the dra- 
matic rescue to focus its theme of 
peacetime applications for the 
helicopter. Since helicopters are 
priced at about $48,500, far be- 
yond private plane prices, the 
company has been advertising the 
helicopter’s adaptation to indus- 
trial uses (AA, July 1). 


Receives Gold Award 


The Affiliated Advertising Agen- 
cies Network has awarded its 
1945 Gold Award to the David 
Malkiel Advertising Agency, Bos- 
ton, for the most outstanding 1945 
magazine and newspaper adver- 
tising campaign. The campaign 
was planned and produced for 
M. S. Walker, Inc., Boston, for its 
Swanee Pride and Old Melody 
liquors. 


INCREASES IN THE MARKET 


Upon receipt of the Broadcast 
Measurement Bureau’s 1946 Ra- 
dio Families booklet, we immedi- 
ately made some calculations to see 
how KFI has increased its sales po- 
tential in its Primary Area since 
the last census. In 1940, there 
were 1,126,781 radio families in 
KFI’s Primary Area. This figure 
has increased to 1,514,710 in 
1946, which is a 387,929 gain or 
34.4%. On the basis of counties 
within states, this is the picture: 
Of the eleven counties in Califor- 
nia in KFI’s Primary Area, there 
is a 368,976 or 33.3% gain. Of 
the four counties in Arizona in 
KFI’s Primary Area, there is a 
7,205 or 54.6% gain. Of the five 
counties in Nevada in KFI’s Pri- 
mary Area, there is a 11,748 or 
177.1% gain. Greatest numerical 
gain of any county in KFI’s Pri- 
mary Area is found in Los Angeles 
where the radio families increased 
247,251 since 1940. 


A REPORT ON PROMOTION 


Through October, November and 
December of 1946, Station KFI 
has scheduled a showing of inside 
Car Cards to be carried by 1443 
vehicles in the Los Angeles Area. 
The poster (in 4 colors) gives a 
general audience promotion mes- 
sage but has the added feature of 
a take-one pocket which will con- 
tain KFI’s complete program log. 
Estimated distribution of this log 
will exceed a million and a half 
monthly. 


CLEAR CHANNEL : 


by oy Los Ring ne 


Represented Nationally by. Edward Petry and Company, Inc 
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Sales Managers Elect 

Dwight D. Thomas, executive 
vice-president of Grand Prize 
Brewery, has been elected presi- 
dent of the Houston Sales Man- 
agers Club. Other officers elected 
are: G. B. Boone Jr., Duncan Cof- 
fee Company, first vice-president; 
Carl B. Kreiner, Continental Box 
Company, second vice-president; 
Prather H. Brown, Lone Star Ce- 
ment Company, treasurer, and 
Tom Archer, Houston Chamber of 
Commerce, secretary. 


Appoints Poppenberg 

Arthur Poppenberg, formerly 
spot salesman for American 
Broadcasting Company, has been 
appointed a salesman in the New 
York office of Taylor - Howe - 
Snowden Radio Sales. 


Chirurg Names Edsall 
Richard L. Edsall has _ been 
named vice-president in charge of 
research in the Boston office of 
James Thomas Chirurg Company. 


‘Maidens’ Gird 
for Sea Battle: 
U. 5. vs. Cunard 


‘Elizabeth,’ ‘America’ 
Plan Campaign on 
Passenger Service 


NEw YorK—A preview of the 
coming commercial battle of the 
high seas was provided this week 
as United States Lines released 
newspaper copy for the “S. S. 
America,’”’ scheduled to make its 
maiden voyage as a liner on the 
North Atlantic run Oct. 17, and 
by announcement that Cunard- 
White Star Lines will break a 


, “W'VA CHUMS AND 

CHUMLETS, THIS IS } 
YOUR PAL PAUL- 
PAUL BRENNER™ 


“REQUESTFULLY YOURS” 


delivers in North 


PROVES IT 


and Paul Brenner, 
every early evening 


~~ Jersey- y 


“3% TIMES AS MANY FAMILIES per dollar 
as any New York network station... 
¢¥At least 2 TIMES AS MANY FAMILIES per dol- 


lar as any New York independent station! 


Another Reason Why... 
WAAT delivers more listeners per dollar 


in North Jersey—America’s 4th Largest 
Market*—than any other station, includ- 


ing all 50,000 watters! 


Source: Pulse of North Jersey and Standard Rate and Data (Excluding talent costs) 


*Do you realize this market 
contains over 3% million 
people; more than these 14 
cities combined: Kansas City, 
Indianapolis, Rochester, 
Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 
Spokane, Fort Wayne, Dallas. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” 


than in any 
other Outdoor 
Magazine 


campaign the week of Oct. 16 for 
the maiden voyage of the “Queen 
Elizabeth.” 

The “America” made two pre- 
liminary cruises, neither of them 
officially counted as “maiden voy- 
ages,” before being snapped up 
and pressed into service as the 
transport, “West Point.” At 27,- 
000 tons, the “America” is the larg- 
est liner ever built in this country 
and the largest ever to fly the 
American flag. Reconverting the 
liner for peacetime use cost the 
government some $8,000,000. 


Uses Dailies, ‘Time’ 


Copy for the “America” ap- 
peared in 1,800 and _ 1,500-line 
space in 58 newspapers in Boston, 
Chicago, Cleveland, Detroit, Los 
Angeles, Montreal, New York, 
Pittsburgh, Philadelphia, St. Louis, 
San Francisco, Toronto and Wash- 
ington, In addition, the line will 
have a spread in Time, and pages 
in travel publications. J. Walter 
Thompson Company is the agency. 

Also under consideration is the 
conversion of the ‘Washington,’ 
still held by the Maritime Com- 
mission and in use as a transport, 
but now making the Bermuda run. 
The acquisition of the “Washing- 
ton” would give U. S. Lines a 
two-ship relay on the North At- 
lantic. However, the line empha- 
sizes that the first trip of its new 
liner puts an American luxury 
ship on the high seas, since the 
ships now making the run to 
Europe are transports, with the 
rude accommodations which so 
endeared them to G.Ls. 


Plan Special Editions 


Meantime, Cunard-White Star 
was releasing publicity for its 
ship’s maiden voyage. Like the 
“America,” the ship saw heroic 
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NOW, VOYAGER—The U.S. Lines an- 

nounced the maiden voyage of the 

America in this copy in 58 newspapers 

last week. J. Walter Thompson Co. is 
the agency. 


service during the war as a mam- 
moth transport, and many a soldier 
bunked in her salon on his pre- 
paid trip to embattled Europe. 

Copy for the “Elizabeth” will 
break during the week preceding 
Oct. 16, using full pages, two- 
thirds and half-pages in 35 news- 
papers of 20 cities. Several news- 
papers have already agreed to use 
special editions, coinciding with 
the “Elizabeth’s” trip, among them 
the Detroit Free Press, New York 
Sun, Montreal Star, Philadelphia 
Record, Toronto Star and Wash- 
ington Times-Herald. 

The announcement copy will 
stress the line’s 106 years of sail- 
ing experience, prewar luxury ac- 
commodations, and the heritage of 
seamanship in her crew of 1,200. 
The newspaper campaign will be 


placed by Cecil & Presbrey, and 
the magazine campaign will be 
under the direction of Kelly, 
Nason. 

Announcement of the initial runs 
of these two luxury liners brings 
into sharp focus the long-post- 
poned attempt of domestic lines 
to cut into the transAtlantic 
business dominated before the 
war by the high-speed, mammoth 
liners of Great Britain, France, 
Sweden, Germany and Italy. Still 
not settled is the project of build- 
ing American liners large enough 
to compete with the “Queens,” 
although government action has 
been taken in recent weeks. to 
postpone building any _ super- 
liners, and to divert the steel 
scheduled for their construction 
to housing and farm machinery. 


Plans Swagger Drive 


Regent Laboratories, New York, 
maker of Swagger men’s toiletries, 
has scheduled a_ pre-Christmas 
campaign in Esquire, Fortune, Pic 
ana True, with two-color copy in 
Beauty Fashion and other business 
papers, supported by cooperative 
newspiper advertising. Dealer 
promotions with drug chains and 
independents will also be used. 
Ralph Harris, New York, is the 
agency. 


Forms Medical Agency 


C. R. Jordan, formerly adver- 
tising manager of Irwin, Neisler 
& Co., Decatur, IIL, has formed 
Cc. R. Jordan & ‘Associates at 


|}30 W. Washington Blvd., Chicago 


2, to specialize in medical pro- 
fessional advertising. 


Appoints Macey 

Andrew W. Macey has been ap- 
pointed vice-president and gen- 
eral manager of Nonquitt Mills, 
New Bedford, Mass. 


Headlines will hit high notes too, 


When R°T°K sets ads for you. 


Ad 
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Retail Inventories 
Reach $7 Billion 
Peak, Parley Told 


Trade Chiefs Urge 
Commerce Dept. Unit 
on Retailing 


WASHINGTON—Retail trade asso- 


ciation executives meeting here- 


with the Department of Commerce 
a week ago were told by the 
chief of the marketing division of- 
fice of domestic commerce that 
inventories are already at $7 bil- 
lion, towering over the $5.1 billion 
of 1939. 

While stocks of hard goods in- 
dustries are still far below normal, 
the speaker, Nelson Miller, ob- 
served that present inventories, 
dollar wise, are at normal levels 
in most non-durable lines. 

Renewing the warning against 
overstocking, Mr. Miller said the 
need now in non-durable lines “is 
for a redistribution of the present 
inventory investment in favor of 
the wanted lines of standard mer- 
chandise as soon as possible.” 


Sales at Record Peak 


Mr. Miller observed that. price 
rises account for about two thirds 
of the 1936-46 increase in retail 
sales. He said sales have leveled 
off during the first seven months 
of 1946, and currently are at a 
record annual volume of $93 bil- 
lion. Observing that sales are up 
82% since 1939 and income pay- 
ments 116%, Mr. Miller said it ap- 
pears that consumers have been 
making purchases out of current 
income, and depending less on 
savings. 

Called to cement relationships 
between the department and retail 
trade associations, the two-day 
conference yielded, so far as the 
records show, only a recommen- 
dation that Commerce set up a 
permanent advisory committee on 
retailing, with sub-committees for 
various lines. 

Executives who came here for 
the session said the meeting was 
“an excellent prelude to further 
constructive work,’ but argued 
that the nation’s 1,800,000 retailers 
have not heretofore been repre- 
sented adequately on Commerce 
Department committees. 


To Work for Census 


Dr. Paul H. Nystrom, chairman 
of the Central Conference of Na- 
tional Retail Associations, pledged 
that retail groups would support 
proposals for an “immediate” cen- 
sus of business, even to the point 
of helping convince Congress that 
the funds should be appropriated. 

Retail executives heard Ray- 
mond Bill, editor of Sales Man- 
egement and adviser to the secre- 
tary, outline plans of the National 
Distribution Council, which had 


\\ *Multiply export sales 
\. through this productive 
medium. Completely 
covers top purchasing 
personnel! 


Under the manaaement of REX W. WADMAN 
2 WEST 45TH STREET, NEW YORK 19 N Y 


held its first meeting the previous 
day. 

Principal goal of the council will 
be “to stimulate the gathering, 
creation and, in particular, the 
wider circulation of factual infor- 
mation about what distribution is, 
how it functions and the service 
contribution which it makes to our 
American way of living.” 


Improve ‘Know-How’ 


A second goal is to improve 
“know how” by collecting data on 
training of personnel, planning of 
sales promotion and advertising, 
reduction of distribution waste, 
opening of new markets and ex- 
pansion of old, methods of meas- 
uring distribution efficiency and 
statistics on distribution, popula- 


tion, production, consumption and 
markets. 

It will define distribution terms, 
recruit war veterans to distribu- 
tion jobs, work for free flow of 
domestic and foreign trade, elimi- 
nate overlapping among organiza- 
tions dealing with distribution, as- 
sist institutions and media seeking 
information on distribution, and 
advise the Secretary of Commerce. 


Opens Program Service 

Radio Program Service, a tal- 
ent office to supply radio talent 
for sponsors of commercial radio 
shows, has been formed by John 
J. Strader Jr., formerly staff an- 
nouncer with Station WCKY, Cin- 
cinnati. Offices of the new firm 
are located at 1022 Union Central 
building, Cincinnati. 


IN mbiaf y's 


D rug & Cosmetic e: 
| o3 ws al ea is 
not afraid of the future. 


Alls Publishers of Beauty Fashion 


ANNOUNCEMENT: 


TRE 
NEW YORK HERALD TRIBUNE 


The New York Herald Tribune’s fifteenth annual 
Forum on Current Problems will take place in the 
Waldorf-Astoria Grand Ballroom Monday, Tues- 
day, Wednesday—October 28, 29, 30—before a 
delegated audience of leaders from all over the na- 


tion. Much of it will be broadcast over the national 


networks. All of its proceedings will be published, 


for the record, 


in the Annual Forum Section as 


part of the November 3rd Sunday Herald Tribune. 


The Forum’s theme will be 


“The Struggle for 


Justice’’ — justice for the world’s surging masses 


seeking political and economic betterment . . 
tice through world organization... 
Atomic Power control . 


. Jus- 
justice through 
. and the common quest 


for justice highlighted by the critical problem of 


cooperation between free enterprise and the na- 
tionalized economies. 


* * * 


Forum speakers, as always, have been selected 
from national and world leaders. The Forum au- 
dience will represent leaders in government, civics, 
The 
November 3rd Forum Section, which will carry 


business, education, science and the arts. 


Forum addresses to the nation, will again be open 
to the messages of businesses and industries seek- 
ing to make a genuine contribution to reader in- 
terest . . . calling attention to the fight for justice 
on the home front — for workers, for consumers, 


for a more productive national economy. 


NEW 
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Ads, Morals Mix 
as French Women 


Rap Beach Nudity 


Paris—A combined morality 
drive and a sort of left-handed ad- 
vertising campaign is being car- 
ried on at French Mediterranean 
beach resorts by a women’s asso- 
ciation which is’ vociferously 
aghast at the amount of female 
flesh being displayed on French 
beaches. 

The women swooped down on 
resorts along the coast armed with 
pamphlets that lashed feminine 
nudity and at the same time car- 
ried recommendation of - stores 
carrying suitable beachwear. The 
. tracts. bandied no words, but de- 


clared that girls dressed in the 
current beach fashion looked like 
“frivolous mannequins or women 
who lead low lives.” 

The left wing press is up in 
arms against the drive which, it 
claims, vilifies while it commer- 
cializes, The press made no com- 
ment about the moral issues of 
the scantiness of beachwear. 


Heating Group Elects 


T. A. Crawford, general man- 
ager of Timken silent automatic 
division of Timken-Detroit Axle 
Company, has been elected presi- 
dent ef the Indoor Climate Insti- 
tute; Detroit. Other officers elected 
are: J. M. McClintock, manager 
of Freeman stoker division of Illi- 
nois Iron & Bolt Company, Chi- 
cago, vice-president; R. E. Moore, 
vice-president of Bell & Gossett 


Company, Morton Grove, Ill., sec- 
retary, and N. McDonnell, 
president of McDonnell: & Miller, 
Chicago, treasurer. 


New York Agency Splits 

Aldridge & Preston, New York 
agency, has dissolved its partner- 
ship with the appointment of Mr. 
Aldridge as advertising manager 
of R. D. Werner Company, New 
York, maker of chrome trimmings. 
The agency will continue under 
the name of Harold P. Preston, 
with no change of address or ac- 
counts. 


Kelly Joins Carl Byoir 


John J. Kelly, publicity director 
of Station KYW, Philadelphia, has 
resigned to join the radio depart- 
ment of Carl A. Byoir Associates, 
New York. 


9 out of 10 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 


EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


NEW YORK SUBWAYS Advertising Company, ine. 


CAR CARDS + STATION POSTERS 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 
410 N. Michigan Ave., Chicago 11, Ill. 


SA ; 


Advertising Age, September 30, 1946 


First RCA Video 
Sets Unveiled 


New YorK—RCA Victor has un- 
veiled its first postwar television 
nome receivers before set dis- 
tributors of this area. First public 
showing of the sets is scheduled at 
the Television Broadcasters As- 
sociation conference and exhibi- 
tion here next month, an RCA 
Victor spokesman told ADVERTISING 
AGE. 


The distributors saw four 
models, two of which are sched- 
uled for delivery to dealers in 
“limited quantities’ early in 
November. These first two sets 
to go into production were de- 
scribed only as “newly designed” 
sight-and-sound models. 

The other two models shown 
were consoles, one a large-screen 
projection-type receiver “which 
provides a picture almost the size 
of a standard newspaper page” 
and incorporates FM. 

Meetings to show the sets will 
be scheduled for distributors in 


other areas now served by tele- 
vision, RCA reported. 


WINX Offers FM as 


‘Bonus’ to Advertisers 

As WINX, Washington, began 
14-hour a day operation of an FM 
adjunct, advertisers were notified 
that their programs will be car- 
ried on the FM transmitter with- 
out extra charge for the present. 
In a letter to advertisers, WINX 
said that no rate card for FM 
would be prepared until there is 
more definite information about 
the number of FM sets in use in 
the community. 

All WINX programs between 
9 am. and 11:15 p.m. are to be 
duplicated on both high and low 
FM bands pending completion of 
a new transmitter with 20,000 
watts at 92.9 mc. WINX FM now 
operates with 2,000 watts on 92.9 
mc., the new band, and 750 watts 
on 43. 2 mc., the old band. 


Lantigen Opens Branch 

Lantigen Laboratories, Toronto, 
has opened an affiliate company, 
Montreal Research Laboratories, in 
the suburbs of Montreal. 


YOU MAY BE ABLE 10 BOWL 


TEN 300 GAMES "— 


Western Michigan’s 


barrier. 


BUT—YoU CAN'T ROLL 
INTO WESTERN MICHIGAN ON 
AN OUTSIDE BROADCAST! 


You might just as well try to roll a bowling ball 
through a stone wall as to try to broadcast through 
“stone wall” of fading! Even 
50,000-watters pound to little avail on this queer - 


Hence people in Western Michigan, even more than 


people in other sections, consistently tune to “home” 


radio stations. 


And their first choices are WKZO- 


| WJEF. WKZO in Kalamazoo and WJEF in Grand 
Rapids offer you complete coverage of Western Mich- 
| igan — far more radio homes than any other com- 


H. Avery, Inc. 


bination. Write for all the facts, or just ask Lewis 


*H. Marino did it, according to American Bowling Congress Records. 


wKeES 


FIRST IN Ts 
GREATER WESTERN 


$s 
IN GRAND RAPID 
AMD KENT COUNTY (CBs) 


Both owned and operated by Fetzer Broadcasting Company 


Lewis H. Avery, Inc., Exclusive National Representatives. 
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FIRST COPY—Snow Crop Marketers, 
New York, ran this page in the Sept. 
21, Saturday Evening Post. The com- 
pany, organized in 1945, will also use 
outdoor in its first national drive. 
Maxon, Inc., is the agency. 


British Railways 
Drive for Delayed 
Tourist Business 


NEw YorK—With available pas- 
senger space foreseeable in the 
future, Associated British and 
Irish Railways is conducting a 
magazine and newspaper drive 
through Caples Company. 

The campaign, which got under 
way late last month, is three- 
pronged. One segment is aimed 
at tourists, calculated to whet the 
appetite for travel but not to 
the point of actual sale, since the 
railways are still short of accom- 
modations, and England’s housing 
situation is grim. The second 
phase is aimed at freight promo- 
tion, since the roads can take addi- 
tional freight. The third phase is 
directed to travel agents. 

Caples, which handled the ac- 
count before the war, has been 
forced to adapt itself to consider- 
able change. Before 1939, the copy 
was slanted to promote tourist 
travel to the British Isles. Dur- 
ing the war, the copy was insti- 
tutional in nature, aimed at 
cementing friendship between the 
two nations. When the war ended, 
the agency began to prepare 
transitional copy to carry the ac- 
count until actual selling copy 
could be resumed. It is expected 
that around Jan. 1, or a little later 
in the spring, the actual travel 
promotion will resume. 7 

On the media list are 40 news- 
papers, 20 general magazines, six 
travel publications and five freight 
business papers. Copy in news- 
papers and magazines offers a 
folder called “The British Isles,” 
which consists of photographs of 
tourist spots, and an inner il- 
lustrated map. Hudson F. Meyer, 
Caples vice-president handling the 
account, says the demand for the 
booklet already has been “volumi- 
nous.” 


Names Gates-Bourgeois 


Zagar Tool, Inc., Cleveland, 
manufacturer of gearless drill- 
heads, broaching machines and 
indexing and holding fixtures, has 
named Gates-Bourgeois Advertis - 
ing Agency, Cleveland, to handle 
its advertising and _ publicity. 
Business papers, newspapers and 
direct mail will be used. 


Salt Lake City Dailies 
Promote Fall Fashions 


®* With the theme, “Salt Lake 
City—the fashion center of the 
Intermountain West,” the Salt 
Lake Tribune and Telegram, 
in cooperation with the Salt Lake 
retail trades bureau, ushered in 
the 1946 Fall. Fashion Week with 
a 28-page special rotogravure pic- 
torial fall fashion supplement. 
The edition was distributed 
Sept. 8 with the regular Sunday 
Tribune to open the week’s ac- 
tivities. Salt Lake radio stations 


for the occasion and retail mer- 
chants unveiled their fall fashion 
windows. 


Appoints Stephenson 

Richard. S. Stephenson, adver- 
tising manager of the Richmond 
News-Leader, has been appointed 
advertising manager of the Rich- 
mond Times-Dispatch as well. He 
succeeds William Ellyson Jr., who 
is now associated with Miller & 
Rhoads department store, Rich- 
mond, in the public relations de- 
partment. 


arranged special fashion programs | 


Audit Bureau Maps 
Annual Meeting 


Cuicaco—The Audit Bureau of 
Circulations will hold its 32nd 
annual meeting at the Hotel 
Stevens here, Oct. 17-18. Senator 
C. Wayland Brooks of Illinois will 
be guest speaker at the members’ 
luncheon on the first day, and 
election of directors will be held 
at a general business session the 
following morning. 

Speakers will include William 
G. Chandler, Scripps - Howard 
Newspapers, and president of the 
American Newspaper Publishers 
Association; Paul S. Ellison, 
Sylvania Electric Products and 
chairman of the Association of 
National Advertisers, and J. C. 
Cornelius, Batten, Barton, Durstine 
& Osborn, Minneapolis, and vice- 
chairman of the American Asso- 
ciation of Advertising Agencies. 

B. C. Duffy, president of BBDO, 
New York, will discuss ABC re- 
ports in media selection, and A. W. 


Lehman, managing director of the 
Advertising Research Foundation, 
will describe’ the foundation’s 
work and the importance of fac- 
tual circulation data as a ‘basis 
for readership surveys. 


Renews Jamboree Show 


Ralston Purina Company, St. 
Louis, has renewed its hour-long 
“Checkerboard Jamboree,” Satur- 
days, 12-1 p.m., CST, over Mutual 
Broadcasting System, effective Oct. 
5. The first half of the show 
is sponsored for ‘Purina’s. farm 
food products and the second half 
for the cereal division. The 52- 
week contract was placed through 


Gardner Advertising Agency, St.' 


Louis. 
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‘Register’ Adds Section 


The Des Moines Sunday Register 
has added a new section, com- 
bining entertajriiment news, com- 
mercial new§s dnd classified adver- 
tising. This section replaces a 
four-page magazine section fea- 
turing Hollywood news, pictures, 
comics and a crossword puzzle. 
The new section was added Sept. 
8 coincident with the addition of 
This Week Magazine. 


Gets Record Account 


Signature Recording Corpora- 
tion, manufacturer of Signature 
records, has placed its advertising 
with Gravenson Company, New 
York. Magazines and _ business 


lpapers will be used. 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . . they 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. Prices: $2.75 and upl 


business associates, 


low cost. 


NO MOTORS 
NO GEARS 
NO MAGNETS 


Now, at last—litho- 
graphed cardboard dis- 
plays with action—at 


Exclusive Licensee 


U. S. Pat. 2388182 


EXCLUSIVE 


WITH 


STEMAR 


Stemar has again “‘scooped the field’ with the Stemar-flex Motion Unit 


in action displays. No motors, gears, magnets or mechanical ‘‘gadgets’’ to get 


out of order—a simple, trouble-free motion device which requires only an ordinary 60 


watt light bulb to actuate it. A “‘double-duty” display unit, for the bulb 


Stemar-produced Stemar-flex action display. 


STEMAR COMPANY, INC. 


CHICAGO 1, 


also gives a light display for company name, trademark or feature copy. Write 
or phone for information on how you can put your product over quicker and better with a 


35 E. Wacker Drive +« Phone: State 4313 
ILLINOIJUS. 


Stemor 


purposes. 


designed Stemor-flex 
Motion Displays are suitable for 
a wide variety of products and 


er eT. 
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Applies for New Station 


Lawrence Broadcasting Com- 
pany, Lawrence, Mass., has filed 
application with FCC for con- 
struction permit for a new stand- 
ard broadcast station to operate 
on 800 kilocycles, one kilowatt, 
during daytime hours. 


Issues Transit Facts 


American Transit Association, 
New York, has issued a folder, en- 
titled “Transit Facts in Brief,” 
which gives in graph form a sum- 
mary of the basic data for 1945 
and trends in the transit industry 


|in the United States for 1946. 


The most popular Dai 
this part of Indias 


No advertising campaign in India can fulfill 
its purpose unless the great Upper and 
Northern areas are covered as adequately as 
their importance deserves. And in these 


areas, which comprise the capital city 


the Punjab, North-West Frontier Province, 
the United Provinces of Agra and Oudh, as 
well as the whole of Rajputana and parts of 


lies in 


tat :. 


Delhi, 


Central India and the Central Provinces, 


The Hindustan Times (in English) and its 
counterpart Hindustan (in Hindi) are 
widely read by the middle and upper classes. 
Their strong Nationalist policy, up-to-the- 
minute news service and high standard of 
production make a ready appeal to a public 
with a substantial and increasing potential 


for the purchase of advertised goods. 


Note: Hindi is the most 
widely spoken language in 
Upper, Central and North- 
ern India. Hindustan is pub- 
lished in Hindi, and is by 
far the most popular Hindi 
daily in India. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 
2/3, SALISBURY COURT, FLEET STREET, LONDON. E. C. 4. 
Cables—Hintimes London 


CLEVELAND'S 


daytime dialers per dollar 


ABC Network 


CLEVELAND, 0. 


THEY DON’T GET AWAY FROM 


Day after day, Monday thru Friday, WJW brings in more 


regional station. Better local programming is the bait that 
gets profitable results along the Cuyahoga. 


STATION 


err 
wr Ree SSN 
Napatennes 


ae, Wee 


EM ANA, 


in Cleveland than any other 


Schreyers Re-Buy 
Steam-O-Matic, 
Petipoint Irons 


New YorK—Milton and Edward 
Schreyer have re-acquired the 
Steam-O-Matic and Petipoint elec- 
tric iron business which they or- 
ganized in Milwaukee in 1938. 
The irons have been manufactured 
recently by the Waverly Tool 
Company, Newark, subsidiary of 
Titeflex Corporation, which pur- 
chased the business from the 
Schreyers under a license agree- 
ment in 1944 with a view to ex- 
panding its postwar manufactur- 
ing program to include the pro- 
duction of consumer appliances. 
This plan has since been modified 
by a policy change adopted by the 
Titeflex board of directors. 

Company name will be changed 
to Waverly Products, Inc., with 
Milton Schreyer president and his 
brother treasurer. A “greatly en- 
larged” advertising schedule, 


handled by Hicks & Greist Adver- 
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tising Agency, is being mapped 
for next year in consumer and 
business publications, to begin 
shortly with full pages in The 
Saturday Evening Post. No change 
is planned in basic distribution 
policies. The Waverly plant in 
Sandusky, O., a part of the assets 
acquired in the transaction, will 
continue manufacturing the irons, 
with sales headquarters of the new 
setup, temporarily remaining at 
the Titeflex offices, to be opened 
in New York soon. 

The Schreyer brothers also con- 
trol Prima Products, Inc., exclu- 
sive national distributor of Aquella 
waterproofing compound, and Ed- 
milton Corporation, which is man- 
ufacturing and marketing Florette 
handbag perfume dispensers for 
distribution through cosmetic de- 
partments and gift shops. 


‘Vic & Sade’ Moved 


“Vie & Sade,” a Chicago orig- 
inated Mutual network sustainer 
program, has been moved from 
the Thursday spot to Friday, 7:30- 
8 p.m., CDT. 


Opens Direct Mail Service 

Irving Levy, credited with pop- 
ularizing the “personalized” and 
“gadget” type of direct mail pro- 
motion, has opened a direct mail 
and promotional service at 33 W. 
42nd St., New York. He has been 
retained by Periodical Publishers, 
Whitney Mfg. Company, Federal 
Fibre Corporation, Telephone Ex- 
change and Food Trade Journals. 


Manor Foods to Walsh 

The Toronto office of Walsh Ad- 
vertising Company has been ap- 
pointed to handle the advertising 
of Manor Foeds, Toronto. A fall 
campaign in newspapers and busi- 
ness papers is planned on a na- 
tional basis for Wethey’s jams, 
jellies and marmalades, Grimsby 
pickles and Royal Manor olives 
and spices. 


To Use Dailies Again 

Wisconsin State Brewers Asso- 
ciation, praising results of a news- 
paper campaign to promote its 
malting barley contest, has de- 
cided to use newspapers again in 
1947. 


be glad to point out the 


electrotypes made by the Reilly Vinylite 
Process over lead molds, which until 
now have been considered the best 


duplicating medium. 


Reilly Vinylite Process is based on 
_ thermostatically controlled heat and 


extremely low pressure. 


with the thousands of tons of pressure 


used in the older methods and you can 
_ realize why there are no hard edges and 


CHICAGO . DETROIT .° 


superiority of 


Produces Electrotypes 


Fan Gago to Lead Molds 


COMPARISONS PROVE THE DIFFERENCE, 
for the proof of the electrotype is in the 
printing. A Reilly Representative will 


true tone values are duplicated. Surpris- 
ingly enough, electrotypes made by the 
Reilly Vinylite Process are not expen- 
sive. This is so because the heat and re- 
duced pressure permits the molding 
from composite forms of type and wood 
mounted cuts complete in one opera- 


tion...thereby saving time and expense. 


Compare this 


Why not investigate this new Reilly 
development today? Call for a Reilly 
Representative to explain the Reilly 
Vinylite Process and have him prove 
by comparisons that it is the new measure 
of quality in electrotyping. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK I7, NEW YORK 


INDIANAPOLIS . 


LOS ANGELES ° 


SAN FRANCISCO 
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Three-City Survey 
Finds 90.6% Read 
Outdoor Ad Copy 


NEw YorK—A three - market 
study of outdoor advertising made 
for John Donnelly & Sons, Bos- 
ton, and Walker & Co., Detroit, in 
December, 1944, showed that 
90.6% of all respondents read out- 
door advertising, according to re- 
sults of the survey made public 
here. ; 

The study covered Boston, Port- 
land, Me., and Detroit and was 
made by Commercial Services, 
Inc., Detroit. The sample con- 
sisted of 1,000 interviews in Bos- 
ton and Detroit and 426 in Port- 
land. 

Readership varied according to 
the characteristics of the market, 
with Boston showing 88.5%, Port- 
land 88.3% and Detroit 93.6%. It 
also varied according to the in- 
come and age of the respondents, 
the highest readership being in 
the $2,000 to $3,000 group and 
the lowest in the over $5,000 and 
under $2,000 groups. Those under 
30 years of age showed the high- 
est readership and frequency of 
readership in the study. 

Photographic reproductions of 
four specific posters were used to 
measure recognition and recall of 
outdoor copy. A Hi-Ho cracker 
poster for Sunshine Biscuit Com- 
pany was recalled by 53.3%, 49.3% 
of the men and 57.3% of the 
women. A Sunshine biscuit ad 
received 56.1% recognition among 
men and 60.7% among women. 
A Super-Pyro poster varied the 
pattern with 63.3% of the men 
but only 35.9% of the women re- 
calling the copy. 

A Coca-Cola poster had the 
highest recall—84.1% of the men 
and 79.2% of the women. 

Clarence D. Blessed, president 
of Walker & Co., said the study 
was one of a projected series and 
would be presented to agencies 
and advertisers during the coming 
months. It was not released 
earlier, he said, because of the 
desire to follow it up with one 
made under more “normal” cir- 
culation and traffic conditions. 


STANDARD LISTS 
30 IN OUTDOOR NET 

New YorK—Standard Outdoor 
Advertising Network, Inc., in a 
promotional piece announcing that 
a 1947 rate book listing all 1,626 
of its markets will soon be issued, 
has announced for the first time a 
list of all its 30 member firms. 

The booklet, entitled “Can you 
use 18,000,000 customers next win- 
ter?” is signed by the following 
organizations: 

American Outdoor Advertising 
Service, Long Branch, N. J.; B & 
B System, Shreveport; Browns- 
ville Outdoor Advertising Com- 
pany, Brownsville, Tex.; Capitol 
City Advertising Company, Cleve- 
land; John Donnelly & Sons, Bos- 
fon; John Donnelly & Sons, South 
Portland, Me.; Evansville Outdoor 
Advertising Service, Evansville, 
Ind.; Joseph J. Flynn, Inc., Law- 
rence, Mass.; Hinkson Advertising 
Company, Madison, Wis.; Lehigh 
Advertising Company, Allentown, 


LOOK IT UP in 
the MARKET DATA BOOK! 
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Pa.; The Packer Corporation, 
Cleveland; Packer Displays, Inc., 
Cleveland. 

Also Porter Poster Service, Rich- 
mond, Ind.; Rochester Poster Ad- 
vertising Company, Rochester, N. 
Y.; T. R. Sammons Outdoor Ad- 
vertising, Mansfield, O.; Slayton & 
Co., Battle Creek; Spaulding Pos- 
ter Service, Boise, Idaho; Standard 
Advertising Corporation, Clarks- 
burg, W. Va.; The Stoner-McCray 
System, Des Moines; Troy Whit- 
mier & Ferris Corporation, Troy, 
N. Y.; United Advertising Cor- 
poration, Newark and New Haven; 
Utah Poster Service, Salt Lake 
City; Vermont Outdoor Advertis- 
ing Company, Burlington; Walker 
&- Co., Detroit; Western Outdoor 
Advertising Company, Wichita; 
Whitmier & Ferris Company, Buf- 
falo, and Wichita Poster Advertis- 
ing Company, Wichita Falls, Tex. 


Morgan Appoints Irwin 

N. Stuart Irwin, formerly direc- 
tor of advertising for the Mengel 
Company, Louisville, has joined 
Morgan Furniture Company, Ashe- 
ville, N. C., in a similar capacity. 


WSBT is really an old-timer in the South Bend, Indiana market. WSBT has 


won the confidence of its listeners through a quarter-century of friendly service. 


People like WSBT— listen to it faithfully. A terrific “Hooper” proves it. 


960 KILOCYCLES 
1000 WATTS 
COLUMBIA NETWORK 
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FLASH! survey OF THE NEGRO MARKET IN BALTIMORE _- 


SHOWS..... 


NEGRO MARKET OF BALTIMORE 


Over a span of more than 8 years Schmidt Baking Company has built consumer acceptance of 
“Old Home Bread”’ through consistent advertising in the Baltimore AFRO-AMERICAN. 

Previous spot checks revealed “Old Home”’ top position but the “Survey of the Negro Market in 
Baltimore” just off the press uncovered this wide margin of preference of this bread in the Baltimore 


market. 


GET THE FACTS about the position of your products in the market of over 200,000 colored buyers 
in Baltimore. You might be agreeably surprised . . . First authoritative and comprehensive study of the 
brand preferences of 50,000 Negro families in Baltimore ever made now ready for you. 


NATIONAL REPRESENTATIVES: 
ASSOCIATED PUBLISHERS, INC., 562 FIFTH AVE., N.Y.C. 


Just write for a copy on your letterhead to 
The Baltimore AFRO-AMERICAN 
628 N. Eutaw Street Baltimore 1, Md. 
Similar study of Washington Negro Market now available. 
Philadelphia Market analysis ready soon. 
: MEMBER A. B.C. 
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46 
Publication Moves 


Petroleum Engineer and Pe- 
troleum Data Book, Dallas, have 
moved their Chicago offices to new 
and larger quarters at 22 W. Maple 
St., with Ellis V. (Cy) Perkins in 
charge. 


FC&B Elects Williams 


S. L. Williams Jr., account ex- 
ecutive of Foote, Cone & Belding, 
Chicago, has been elected a vice- 
president. 


Roth Appoints Davis 

Henry L. Davis Company, New 
York, has been appointed to han- 
dle the advertising of Roth Fab- 
rics Corporation, New York, and 
Roth Fabrics of California. Maga- 
zines and business papers will be 
used. 


hen Get 20°/, Commission 


Advertising agency commission 
to be allowed by members of the 
Class “A” Weeklies of Canada has 
been boosted to 20 per cent. 


* one contract 
* one copy job and 


* One set of original 
plates (per insertion) 


* one monthly statement 


every member physician in the 4 


status. 


extend your coverage as the sales 


Readership data and details on th 


35 member 
Journals 
listed 
below. 


ALABAMA, Journal of 
Med. Assn. of 

ARIZONA Medicine 

ARKANSAS Med. Society, 
Journal of 

CALIFORNIA and Western 


ed. 

CONNECTICUT State Med. 
Journal 

DELAWARE Med. Journal 


rowa State Me 
KANSAS Med. 


Journal 


Journal of 


HAWAII Med. Journal 
INDIANA State 
Assn., Journal of 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: 


Bureau is published by its own State Medical Association .. . 


interest via its local news content, exerts influence through its official 


Finally, the Bureau expedites your entire state medical advertising 
program by reserving space, ordering and delivering your plates to 
publishers and billing all costs. Through the Bureau, you may readily 


transaction, one continuing contact, a nation-wide market. 


closer examination upon your request. 


COOPERATIVE MEDICAL 
ADVERTISING BUREAU 


535 N. Dearborn Street 


KENTUCKY Med. 
MAINE Med. Assn., Journal of 


the 
MICHIGAN State Med. Soe., 


0 
MINNESOTA Medicine 
MISSOURI State Med. Assn., 


DISTRICT OF COLUM- NEBRASKA State Med. Jour- New Mex.) 
BIA Med. Annals ef na SOUTH CAROLINA Med. 
FLORIDA Med. Assn., NEW ENGLAND Journal of Assn., Journal of 
Journal of Med. (Mass... New Hamp.) TENNESSEE State Med. 
GEORGIA, Journal of Med. NEW JERSEY. Journal of Assn.. Journal of 
Assn. of Med. Soc. of TEXAS State Journal of Med. 
4 NEW ORLEANS Med. and VIRGINIA Med. Monthly 


Surgical Journal 
NORTH CAROLINA Med. 
Journal 


THE MASTER KEY that unlocks 
this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponsor- 
ship of the American Medical Asso- 
ciation. 


Every Journal belonging to the 
reaches 
2 states represented . . . stimulates 


and distribution picture shifts. One 


e State Journal Group are ready for 


@ Chicago 10, Illinois 


d. Soc., Journal NORTHWEST MEDICINE 
(Oregon, Washington, Idaho 

& Alaska) 

OHIO State Med. Journal 

OKLAHOMA State Med. Assn., 
Journal of 

PENNSYLVANIA Med. Jour- 
na 

RHODE ISLAND Med. Journal 

ROCKY MOUNTAIN Med, 

Utah, Wyo., 


Soc., Journal of 
Journal 


Journal (Colo., 


bet > i VIRGINIA Med, Jour- 
na 
WISCONSIN Med. Journal 


The Only New 


50,000 WATTS — CLEAR 


Orleans Station 


Using all these means to 


Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


- NEW ORLEANS | 


EPARTMENT OF LOYOLA UNIVERSIT 


The Greatest Selling Power in the South's Greatest City 


CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


Nyal Bonus Plan 
Includes 15 Items 


Detroir—The Nyal Company 
has added Virox to its special co- 
operative advertising bonus plan 
list offered to agent retail stores, 
bringing this list to a total of 15 
products, Virox, recently added 
to the Nyal line, is a liver and 
yeast extract in tablet form. 

The bonus plan, started eight 
years ago with six fast selling 
popular items, now covers the 
following products: Antacid 
powder and tablets, corn remover, 


corn remover packet, Covim 
Diuretic pills, Eyemaster, foot 
balm, iron and yeast tablets, 


Lumax (gel and tablets), Nyal- 
gesic, Rectone, Vibrilax, Vita-Vim 
(fortified) and Virox. 

Agents cooperating in the plan 
pay a membership fee of $5 ap- 
plied against the cost of special 
advertising displays and point-of- 
sale material. For selling at least 
$1 a day from the list, agents re- 
ceive an extra 3% bonus, and 


ae 
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should retail sales reach $2 a day, 
the bonus doubles to 6%. 


World Federalists 
Plan Fall Campaign 


World Federalists, U. S. A., Inc., 
New York, has planned an ex- 
tensive newspaper and magazine 
campaign for the fall months, 
with the first ad to appear in the 
New York Sunday Times. The ob- 
ject of the campaign is to arouse 
popular demand for revision of 
the United Nations charter for 
creation of a majority-rule world 
legislature, with representation 
based on population and produc- 
tive capacity of member nations. 

Mrs. Mildred M. Riorden Blake 
of Young & Rubicam and chair- 
man of the World Federalists ex- 
ecutive council is writing the copy. 


Advances Borges 


Walter F. Borges, associated 
with Wrought Washer Mfg. Com- 
pany, Milwaukee, for 12 years in 
various sales capacities, has been 
appointed sales manager, succeed- 
ing the late Wm. F. Disch. He will 


also be in charge of advertising. 


Three Appoint Oxarart 


Frank Oxarart Company, Los 
Angeles, has been named to handle 
the advertising of Del E. Webb 
Products Company for Hollywood 
Pin-Ups, colored aluminum 
clothespins; Lake Forest Estates, 
new restricted home development 
at Lake Arrowhead, Cal., using 
newspapers, resort, trade and pro- 
fessional journals; and Armor 
Laboratories, Glendale, Cal., man- 
ufacturer of Armor Coat, water- 
proofing for porous Masonry sur- 
faces and industrial coating. 


Group Elects Foley 

Tom Foley, West-Holliday, has 
been elected president of the Los 
Angeles chapter of the American 
Newspaper Representatives Asso- 
ciation, Other officers elected are: 
William D. Cannon, O’Mara & 
Ormsbee, vice-president, and 
Clark Biggs, Paul Block, secre- 
tary-treasurer. 


Rose Marx to Ellis 

Rose Marx Company, Toronto, 
maker of French Uplift “Braz”, 
has appointed Ellis Advertising, 


Toronto, to handle its advertising. 


can look forward to export 


386 Fourth Avenue 


PHILADELPHIA CLEVELAND 


Over the years, America's export sales have aver- 
aged roughly one-third to Latin America, one-third 
to Europe, one-third to Asia, Africa and Oceania. 
A sound export program includes all three. With 
these — and his domestic market — an American 
manufacturer has his eggs in four baskets. 

Such a manufacturer enjoys business stability, 
to a degree attainable in virtually no other way. 
The peaks and valleys in the business cycles of one 
market are counterbalanced by those in his other 
markets. Because of this stability, he can continue 
to expand his business; he knows that he will get 
sales, wherever sales are currently possible. 

Today some $23,000,000,000 of available 
purchasing power is distributed abroad. Anierica 


pre-war volume — for years to come. The manu- 
facturer who has not yet entered foreign markets 


AMERICAN EXPORTER 


: 


sales at twice the 


ESTABLISHED 1877 


CHICAGO ST. LOUIS 


fT 
os Ne 


now has a doubly favorable opportunity to do so. 

The experience of 68 years is available to the 
manufacturer who seeks sales abroad — through 
the publishers of American Exporter and American 
Exporter-Industrial. Over these years many an 
American firm has drawn upon and profited by the 
knowledge of all foreign markets, here available. 

The circulation of both publications is carefully 
and efficiently selected: first, to reach only those 
firms in each country who represent desirable con- 
nections for American firms; second, the volume of 
circulation to each country is determined in pro- 
portion to its current value as a market for Ameri- 
can goods, machinery and equipment. In perfect- 
ing these unique circulation methods — over such 
a long period of years — we have learned a great 
deal. We invite the opportunity to place that 
knowledge at your disposal. 


ano AMERICAN EXPORTER-INDUSTRIAL 


Johnston Export Publishing Company 


New York 16, N. Y¥. 


SAN FRANCISCO LOS ANGELES 
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PANTS BY CROWN ZELLERBACH— 
M/Sgt. Roy B. Kittel, who probably 
never heard of the $115 million Crown 
Zellerbach Corporation and its impor- 
tance as a supplier of newsprint to 
West Coast newspapers, is pinning on 
daughter Susan a Nata-Pax ‘flushaway 
diaper," made by Nata Products Com- 
pany, New York subsidiary of Crown 
Zellerbach. The company is expanding 
sales and distribution of the product 
while the parent company is planning 
a $15 million program of plant addi- 
tions, purchase of timberlands, product 
improvement and quality upgrading. 


RKO Plans Huge 
Schedule for Two 


New Pictures 


NEw YorkK—RKO Radio Pictures 
is running a twin-barreled pro- 
motion in magazines for its “Sis- 
ter Kenny” and “Make Mine 
Music,” produced by Walt Disney 
but distributed and promoted by 
RKO. 

For “Sister Kenny,” the studio 
has based its sales strategy on 
the premise that serious promo- 
tion is required to get “mattress 
money” out for the picture. RKO 
uses “mattress money” to indicate 
the segment of motion picture 
goers who see only exceptional 
pictures. The regulars can be 
counted on to attend, but the size 
and spread of the Kenny promo- 
tion is calculated to bring in per- 
sons who normally might not see 
the picture. 

Advertisements for “Sister 
Kenny” are slated for The Amer- 
ic Weekly, American, Capper’s 
Farmer, Collier’s, Country Gentle- 
man, Everywoman’s, Farm Jour- 
nal, Family Circle, General Fed- 
erated Clubwoman, Good House- 
keeping, Household, Ladies’ Home 
Journal, Life, Liberty, Look, Mc- 
Call’s, Newsweek, The New 
Yorker, Parents’ Magazine, Pro- 
gressive Farmer, Successful Farm- 
ing, The Saturday Evening Post, 
Time, Woman’s Day, Woman’s 
Home Companion and screen mag- 
azines. RKO officials, accustomed 
to the astronomical figures of the 
industry, say that the total circu- 
lation of the advertisements will 
exceed 65,000,000. 

For “Make Mine Music,” the 
studio scheduled a series of color 
spreads and half pages. For ex- 
ample, Life was scheduled for a 
color spread and three half pages, 
as were The American Weekly, 
Collier’s, Look and This Week. 
Others on the list are Cosmopol- 
itan, Parents’ Magazine, Time, 


“Cheer up, mate—with our luck we 
might win that Treasure Hunt over 
WFDF Flint some day.” 


True Story, 13 Canadian magazines 
and fan magazines. This circula- 
tion, due to the spread (teaser in- 
sertions started in March, stepping 
up to the four-color spreads due 
to run this month and next) is 
calculated at a total of 104,000,- 
000. 

Foote, Cone & Belding is the 
agency. 


Receives NAACP Award 


“Democracy—u. S. A.,” a 
WBBM, Chicago, program dedi- 
cated to national unity and pre- 
sented in cooperation with the 
Chicago Defender, has received an 
award from the National Associa- 
tion for the Advancement of 
Colored People. The 15-minute 
program presents dramatizations 
of outstanding Negroes who have 
contributed to America’s progress. 


Joins Flint & Kent 


Helen Burke, formerly adver- 
tising manager of LaSalle & Koch’s 
store at Toledo, has been named 
publicity director of Flint & Kent, 
Buffalo, succeeding Elizabeth Gib- 
bons, who has retired. 


Sate, Shae 


Plans Lamp Campaign 


Penetray Corporation, Toledo, 


dens, Collier’s, Cosmopolitan, Good 
Housekeeping, Ladies’ Home Jour-| Don't Be Satisfied with Ordinary 
nal and The Saturday Evening| . 
Post to introduce two new lamps, | Wasteful DISPLAYS 
yen Ee _ Penetray Ww 

mber, Displays, direct mail and Way le Suggest... 
newspaper mats will also be used. : ; 
H. M. Klingensmith Company, Now is the time to employ our counsel 


Fae 


manufacturer of infra-red heat SPE Ah, YOUR DISTRIBUTION PROMOTION PLANS WITH 
lamps, will launch a color cam- LA ‘ 
lamps, will launch a color cam-| Pf Ds a AT “POINT OF SALE” 


Canton O., is the agency. and services to insure best acceptance, 
‘ Ks iy maximum use, consistent results. 
Names J. M. Korn We are a Display Agency and co- 


. 2 operate fully with your advertisin 
Philadelphia Leather Goods Cor-| Gbency to “Pipe-in” the force of nen 


poration has placed its advertising | tional advertising. 
with J. M. Korn & Co., Phila-| 
delphia, 


St ae ae Also Complete Services for Every Other Point of 
McLean Joins Ruddy a Sale Activity 
Mi MM MY 


R. G. McLean, formerly with| (Ulumtlnd 
Lever Brothers, Toronto, has 
joined the sales staff of E. L. Rud- 
dy Company, Toronto. 


Appoints Kane A. M. 

J. —— Kane has been a 
pointed advertising manager o : — 
S & W Fine Foods, San Francisco, oe Oh ee Cet SS 
succeeding Alec Milne. 


in Merchandise Presentation 


W.L. STENSGAARD & ASSOCIATES, INC. 


36 Pages... 420 Pictures... an Exhibit of Performance 
Write for a copy of it Today om your business letterhead 


America's Largest Organization Specializing 


7, 8.5 


mens sereatrcate cones aieap er 


RADIOS 


"—=—=25, 


| WINDOW VALANCE 
wc ARE THE HEADLINE 


COMBINATIONS 


came 


DECALS IDENTIFY dealers ...INVITE customers ...INCREASE sales! 


Acres of store fronts along America’s Main Streets offer ‘free space’’ advertising 
opportunities to alert national advertisers...right now! Make this valuable space the 
spearhead of powerful point-of-sale advertising for your brand of product. Meyer- 
cord Decal window valances...economical, durable, easy to apply...stop shoppers 
—clinch their patronage. They offer more advertising value per square inch, per 
year, per dollar. Headline your product on Main Street for bigger profits with Meyer- 
cord Decal window valances. 
Let’s Talk Over YOUR Plans...NO OBLIGATION 

Skilled merchandising men, artists and production techni- 


And Here’s “SPOT NEWS” 
at YOUR DEALER’S DOOR! 


Meyercord Decal signs on windows and doors are ad- 
ditional spot markers along your profit path. They 
are sales clinchers, literally guiding the buyer’s feet 
through your dealer’s door. Carefully planned spot 
window signs, door signs and valances team up to lend 
local power to national advertising. They stimulate 


action at the point of sale. Durable, washable, inex- gees af Sapa fake my ns 
: $ : Ows now and where successiu 
pensive, they can be produced in any design, eg <iiecihenin sats Sheen, TREC 
or size. It will pay you to investigate the value o it on your company letterhead. 
a complete store-front Decal program ... NOW! Address inquiries to Dept. 39-9. 
©1946, Meyercerd Co. 


cians at the “world’s largest manufacturer of decals’ will 
gladly assist you in preparing an attention-compelling, sales- 
building Decal window program. 


Executives: Send for 
Decal Ad-Visor... FREE! 


This helpful guide to Meyercord 
Decal advertising is offered busi- 


World’s Largest Decalcomania Manufacturers 


323 WEST LAKE STREET+ ++ CHICAGO 4 
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Mandel Names Popper 
Frank Popper has been ap- 
pointed merchandise manager of 
the entire import operation of 
Mandel Brothers, Chicago. He 
will also continue to merchandise 
the entire leather goods division 
and will assume direction of the 
majority of the store’s leased de- 
partments, effective Oct. 1. 


School Opens Branch 
New England School of Broad- 
casting, Bridgeport, Conn., has 


Transcription Service, which will 
prepare educational features for 
the various trades. 
be released Oct. 15 entitled “This 


Is Your Regular Jeweler, Ameri- | ‘9? | ; 
‘mission of printed material of 


can Gem Society.” 


| 


Suggests Admen 
Study ‘Fax’ Uses 


New YorK—Facsimile  broad- 
casting is near enough at hand as 
an advertising medium to start 
admen thinking about how they 
can use space, John V. L. Hogan, 
president of WQXR and pioneer 
in facsimile, told Advertising 
Club members at their first fall 


‘luncheon here. 
opened a subsidiary, New England | 


Mr. Hogan visualized a number 
of possible advertising uses of 


. | oem: ispl dvertisemen 
A series will | (a) disp oe tisements, 
/of course, in facsimile newspapers; 


(b) sponsored “fax” trans- 


IN EXCESS OF 200,000 a 
ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 


highly responsive field 


various kinds; (c) advertising 
slogans printed on margins of 
“fax” paper, which might pay the 
cost, for example, of supplying 
rolls of this paper free of charge 
to receiver owners; (d) facsimile 
transmission of recipes calling for 
brand-name products, “such as 
muffins using Swans Down flour.” 

Faximile (CQ) receivers de- 
signed by Mr. Hogan were in- 
stalled in the Advertising Club 
for the occasion and Radio Daily’s 
Sept. 18 front page headlining the 
demonstration was_ transmitted 
from WBAM, WOR’s FM outlet, 
on a pickup from “fax” scanners 
in the Greenwich Village labora- 
tories of Radio Inventions, Inc., 
a facsimile developing organiza- 
tion headed by Mr. Hogan. 

WBAM and WQXQ, WQXR’s 
FM station, will be broadcasting 
facsimile early next year with 
equipment now being built by 
General Electric, Mr. Hogan re- 
ported. 

Eugene Thomas, sales manager 
of WOR and Advertising Club 
president, announced that the 
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club’s permanent home at 23 Park 
Ave., damaged by fire several 
months ago and now being re- 
constructed, is expected to be 
ready for reoccupancy by Thanks- 
giving Day. The club also has 
acquired an adjoining building, at 
103 W. 35th St., for later incor- 
poration into its headquarters. 


Gussow Purchases 


‘Tobacco Record’ 


Don Gussow, president of Food 
Trade Journals, Inc., and pub- 
lisher of Candy Industry and Bot- 
tling Industry, New York, has 
purchased the 35-year old pub- 
lication, Tobacco Record, serving 
all branches of the tobacco indus- 
try. Irving Mates, since 1941 
editor-in-chief of the U. S. To- 
bacco Journal, will be editor and 
vice-president of the Tobacco In- 
dustry Publishing Company, a 
Food Trade Journals’ affiliate. 

The tobacco publication will 
undergo a revised format and ty- 
pographical setup, designed to 
conform to other Gussow pub- 
lications, and an expanded news 
coverage, including direct wire 


news from the Food Trade Jour- 
nals’ Washington bureau, will also 
be introduced. 


WMIX Starts Operations 


Station WMIX, Mt. Vernon, II1., 
southern Illinois’ first FM -station, 
launched its first broadcast Sept. 
15. The station, owned and oper- 
ated by the Mt. Vernon Radio & 
Television Company, will operate 
daily from 11 a.m. to 1 p.m. and 
5 p.m. to 9 p.m. on a frequency of 
103.7 megacycles. Fred A. Palmer 
Company, Cincinnati, advertising 
and radio consultant, has been re- 
tained to aid the station. Fred 
Dodge, associated with Fred A. 
Palmer Company, has been ap- 
pointed manager. 


MBS Sians Jim Ameche 


Mutual Broadcasting System has 
signed Jim Ameche to do a new 
fall series as a sustainer program. 
Mr. Ameche will star in the 
weekly dramas, with leading 
ladies from the stage, screen and 
radio. The starting date of the 
show will be announced later, with 
the program originating from the 
New York studios. 


The Weekly Star 


Has the Presses! 


The Weekly Kansas City Star has a battery of high-speed news- . 


paper presses—fast enough and big enough to print the entire run 


of 400.000 copies in two hours and fifteen minutes. 


No other farm paper is so equipped! 


Nowadays agriculture is news—spot news. 


Whether it is a sub- 


sidy ruling from Washington or a new method of combating corn 


borers, speed is important. 


The Weekly Kansas City Star is printed every week—not once 


a month or twice a month. 


It is fast of foot, its mews reaches the 


farmers first, a week to two weeks ahead of other farm papers. 


Little wonder The Weekly Kansas City Star is the fastest growing 


farm publication in the Midwest. 


No premiums. 


No contests. 


No clubbing offers. 


Ask your advertising agent if any 


other farm paper covers the Mid- 


west so thoroughly, so cheaply. 


il | 


¢ Weeklu Ransas City Star. 


404,375 Paid-in-Advance Subscribers 


gee OE 


Let 


136 FEDERAL STREET 


THE CHEETAH covers ground at 70 mph 


— 103 feet per second... 


“Thats “lraveling! 


> ORS' advertising linage has shot 
: up 360.7% in six years... 


Thats Traveling, toa! 


Each month, Outdoors moves into a more 
commanding position in the sportsman’s 
field. Beginning with the January, 1947 
issue, advertisers will reach 300,000 (ABC) 
spending sportsmen from coast to coast .. . 
a guaranteed readership representing 300% 
circulation increase in seven years! 

These advertising linage and circulation 
figures trace Outdoors’ fast spurt as an out- 
standing advertising medium in the sports- 
man’s market. The editorial quality of Out- 
doors has, and will continue to point the 
way, with top-flight writers, artists and 
authorities every month. 
your advertising sell to 300,000 
quality reader-buyers in a quality magazine. 
Now, more than ever, 


IT'S TIME TO GO OUTDOORS! 


Duta Ors MAGAZINE 


BOSTON 10, MASS. 
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GETS AWARD—L. L. LaVant, right, 
president of Laurence, Inc., Chicago, 
receives the New York Museum of Sci- 
ence & Industry's certificate of merit 
for outstanding achievement in the 
field of photo-engraving from Robert 
B. Shaw, director of the museum. 


Park Ave. Movie 
Theater Offers 
Reserved Seats 


New YorK—Manhattan’s newly- | 
erected Park Ave. Theater, which | 
last month offered (in column ad- | 
vertisements of half a dozen maga- | 
zines) reserved seats for members | 
who subscribe by the year, has| 
begun a series of newspaper in- | 
sertions here. 

Announcing “the first new idea 
in motion picture theaters in half 
a century,” the theater has sched- 
uled 280-line copy for the Sunday 
editions of the Herald Tribune and | 
Times, and daily editions of the) 
Sun and World-Telegram. The) 
Sun advertisement was scheduled | 
for the society page, and plans call | 
for insertions on the business page | 
of the daily Times. Another ap- | 
peal to business men (who may | 
wish to use the plan to entertain | 
visiting firemen) was contained in | 
a single shot 200-line ad in a re-| 
cent issue of the Wall Street Jour- | 
nal. An intensified campaign in| 
newspapers will begin in a couple | 
of weeks, when the new theater | 
opens. | 

Already “several thousand in- | 
quiries” have been received, Ap- | 
VERTISING AGE was told. The plan | 
entitles members to specify the day | 
or days of the week on which | 
they wish to attend, and also to 
choose either of two evening pres- | 
entations. The program — “only | 
the finest of motion pictures”— | 
will be changed twice weekly. 

Walter Reade is director of the | 
theater. Donahue & Coe is the | 


agency. 


Fisher Names Two 


A. L. Thompson, who has been | 
with the James Fisher Advertising | 
Agency, Toronto and Montreal, 
for the past 22 years, has been. 
elected president, succeeding the | 
late James Fisher. Douglas C.)| 
Brace has been appointed vice-| 
president, G. A. Martin and Mrs. | 
C. M. Robertson will continue as | 
executive vice-president and sec- | 
retary-treasurer, respectively. 


To McMillan & Moss 


McMillan & Moss, Los Angeles, 
has been appointed to handle the 
international advertising of the 
Godolphin Institute, Paris, for its | 
GM champagne and cosmetic line. | 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


BEST READ { 


san sunpay {mr 
400,000 DAILY ~asaae 


Radio Makers Ask 
Decontrol, Cite 
Production Peak 


WASHINGTON—Set production in 
August exceeded the industry’s 
prewar monthly rate by almost 


350,000 units, the Radio Manufac- 


turers Association reported in offi- 
cially announcing a drive to de- 
control radios. 

Production of 1,442,757 sets in 
August, and probably more than 
1,500,000 in September, will be 
400,000 above July, when the in- 
dustry hit its prewar production 
rate, RMA said. 


FM Production Down 
Console and radio phonograph 
production rose substantially, al- 


/‘most equaling prewar unit aver- 
/age. August production of the big 


sets was 101,744, compared with 
71,500 in July. Table models of 
the electric type 


|132,000 were 
| models. 

| FM set production fell below the 
‘trick of 19,642 made in July, for 
|only 13,892 of the high fidelity re- 
'ceivers were shipped in August. 
RMA expects revival of FM pro- 


‘duction this fall, however, when | 


;a number of manufacturers will 
|introduce new models. 

| Very few television sets were 
/produced. Here again RMA ex- 
|pects new models this fall. 


Jenny’s Names Love 

Fred Love, formerly in the ad- 
vertising department of Mabley & 
|Carew Company, Cincinnati, has 


Jenny’s, Cincinnati. 


‘Names Fifield 

| J. E. Fifield, formerly with the 
U. S. Naval Research Laboratory 
and the American Brake Shoe 
|Company, has joined the develop- 
ment and research division of In- 


| 


radio - phonograph | 


| 
| 
| 


|been appointed art director and| 
|assistant advertising manager of | 


peel } continued _to ternational Nickel Company, mak- | 
|dominate, with 1,030,183, of which | ing his headquarters in Hartford. | 


Super - Embossed 
DEALER DISPLAYS 


e This fighting muskie, realistically 
reproduced in tri-dimensional thermo- 
plastic, is airbrushed by hand in natural 
colors and detail embossed to a depth 
of approximately % inch. Dealers are 
pleased to feature displays like this one 
because they are durable, original and 
compact (104%"x16%”). 


K-C-S builds a complete line of 
outstanding dealer and point-of- 
sale displays in thermoplastic, 
wood and molded plastic — all 
created and produced under one 
roof. Your inquiry is invited. 


’ 


 KIRBY-COGESHALL-STEINAU CO. 


JACKSON at CLYBOURN STS. - MILWAUKEE 2, WIS. 


NEW ESTIMATE 


of the ITEM from Overseas 


make the world 


‘*.... For many years, New Orleanians were 
inclined to take the apathetic view of their 
beautiful city that was as corrupt as the Mis- 
sissippi is muddy... 


“Then one day, things began to happen. A new 
newspaper man, name of Ralph Nicholson, 
came in from Florida and bought up the after- 
noon paper, “The Item’. . . 


‘Nicholson is a man who would like to 


a good and grateful place... 


He had not been in New Orleans long before 


Excerpts from a 
report in the 


LONDON NEWS CHRONICLE 


by Zoe Farmar 


he realized that a powerful reformist move- 
ment was ready and awaiting a focal point .. . 


“The result was the most damning indictment 
of a city corruption that I have ever seen 
printed. There was no mud-slinging.. . just 
the evidence... 


“The Item laid bare the rot behind charming 
New Orleans.” 


Result: Election of the new mayor 
—Col. deLesseps S. Morrison 


Your New 


Selling Force 


in New Orleans 


SAWYER-FER 


We) 


NEW ORLEANS 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


GUSON-WALKER 


CO., NATIONAL REPRESENTATIVES 
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Retail Drug Sales 
Pass §2 Billion, 
Wholesalers Told 


High Volume Will 
Continue; Total 
Sales Up 39.4% 


ATLANTIC Criry—Civilians spent 
almost $2.3 billion for health goods 
in 1945, according to a Drug Topics 
survey made public at the Na- 
tional Wholesale Druggists’ As- 
sociation here Tuesday, and total 
drug store sales went up 39.4% 
from 1942 to 1946. 

Al B. Benson, president of the 
association, forecast a continued 
climb in drug sales volume, even 
with a possible temporary setback 
during the election year, and Dr. 
E. L. Newcomb, executive vice- 
president, added on Thursday that 
the drug industry “will continue 
to enjoy unprecedented volume in 
the years to come.”’ 

Dan Rennick, editorial director 
of Topics Publishing Company, in 
announcing results of the survey, 
pointed out a continuing trend 
toward sales of health goods in 
drug stores and away from non- 
drug outlets. Non-drug outlets 
sold 39.6% of the health goods in 
1945. 


Packaged Items Gain 


Out of a total consumer bill of 
$2,298,907,000 for health goods, 
more than $500 million was spent 
for packaged medicines, an in- 
crease of 7.6%. Cathartics and 
laxatives accounted for $97.5 mil- 
lion, $66 million of which went to 
drug stores. 

Next in volume were cough and 
cold items totaling $93.3 million, 
and stomach sweeteners account- 
ing for $35.8 million. Prescription 
volume was up 11.8% over 1944 
to a total of $340 million, the 
greatest gain in dollar volume of 
any category. 

NWDA was urged to follow a 
continuing program of packaging 
studies by W. R. James of Towns 
& James, Inc., Breoklyn, chairman 
of the sub-committee on packag- 


PRINTING 


— WHITEHALL— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING » ENGRAVING + PRINTING 


400 N. RUSH ST., CHICAGO, WHitehall 2300 


|ing. Mr. James reported on a sur- 
vey covering 42% of NWDA’s 
wholesaler members which showed 
that “a surprising number of 
wholesalers apparently have little 
interest in selling shelf packages 
rather than single units or in sell- 
ing original cases rather than 
broken cases. 


Quantity Sales Neglected 


“They neither offer any incen- 
tive to their salesmen for quan- 
tity sales nor do they equip their 
men with lists of the inner and 
outer packings of leading sellers 
which should be sold to the aver- 
age drug store in quantities which 
are economical for wholesalers to 
handle.” 

Stressing the importance of 
packaging in cutting distribution 
costs, Mr. James made three sug- 
gestions to manufacturers — that 
they examine and re-examine 
packaging not only from the stand- 


point of shipping cases, but also 
as to inner cartons; that they plan 
bonus-goods offers on a_ basis 
which follows case or shelf pack- 
ing; and, when satisfied that the 
packaging adopted is correct, that 
they publicize it in trade adver- 
tising, in broadsides, and stress it 
in contracts with wholesale ac- 
counts, 

Wholesale drug houses prefer 
direct mail to other forms of ad- 
vertising, according to a report by 
Fred M. Truett of the Southwest- 
ern Drug Company. Mr. Truett, 
chairman of the NWDA commit- 
tee on trade promotion, revealed 
that 85 of 217 drug houses re- 
plied to an NWDA survey, and 
that only 15 of these maintained 
advertising departments. 

House magazines, letters and 
business papers followed in order 
of popularity as promotional me- 
dia, with price lists in fifth place, 


catalogs sixth and radio and other 
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media trailing behind. 

The survey found that whole- 
salers are willing to cooperate 
with manufacturers in moving 
window and counter display ma- 
terial to retailers and that 12 of 
the respondents offer window in- 
stallation service to customers. 
They give most help to retailers 
on store layout, followed by de- 
partmentalization, store locations, 
accounting, store contests and sales 
planning. 


Ice Firm Plans Merger 


Southern New England Ice Com- 
pany, Hartford, as part of its ex- 
pansion plans, intends to con- 
solidate with Distribution Ter- 
minal Warehouse Company, which 
owns a 5,000,000 cubic foot frozen 
food warehouse in Cleveland. 
Upon approval of the merger, a 
new company will be formed, to 
be known as Connohio, which will 
concentrate on storage and frozen 
foods wholesaling, in addition to 


its previous lines, and eventually 
will enter the retail frozen foods 
business. 


Bird & Son Boosts Four 


Axel H. Anderson has been 
elected president of Bird & Son, 
West Walpole, Mass. Other ex- 
ecutive advancements include: H. 
Eugene Sayer Jr., vice-president 
in charge of the flooring division, 
production and sales; Eli L. Cham- 
berlain, vice-president in charge 
of the building material division, 
production and sales; and Ralph A. 
Wilkins, vice-president in charge 
of paper products division, pro- 
duction and sales. 


Names Freidenrich 


Irving Freidenrich, who for- 
merly operated his own agency, 
has been appointed advertising 
and publicity director of Meyer 
Brothers, Paterson, N. J., succeed- 
ing Mare Jonas, who has joined 
Mandel Bros., Chicago, as sales 
promotion and publicity director. 
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4,000,000 Vets 
Seek New Homes; 


Most ‘Stay Put’ 


WASHINGTON—The average ex- 
G. I. is making $40 a week—and 
4,000,000 of them want to rent, 
build or buy a home within the 
next 12 months if they can find a 
way to swing the deal. 

This information, together with 
the fact that 2,000,000 married 


veterans are living doubled up/|' 


with other families, highlights a 
survey of veteran’s housing as of 
last June, which the Census Bu- 
reau has made for NHA. 

The survey finds that 6,100,000 
of the 11,800,000 returned G. I. s 
were married by June. Of 5,200,- 
000 who were married before they 
left the service, 2,300,000 had 
separate homes to return to. More 
than 2,100,000 of the 10,500,000 


former G. I.s living in nonfarm 
areas live in dwellings needing 
major repairs or lacking private 
baths. 

Of the 4,000,000 who want to 
move, 2,800,000 say they want to 
buy or build. The remaining 1,- 
200,000 prefer to rent. However, 
only 2,200,000 feel they can seek 
new quarters at present prices. 
Slightly more than half of them 
would buy or build. 


Can Pay $43 Rent 


The average veteran wanting 
quarters reports ability to pay not 
more than $43 for rent or not 
more than $5,500 to buy a house. 
According to the survey, average 
weekly earnings of prospective 
renters is $44; of buyers, $48. 

Of prospective home owners, 
about 1,700,000 expect to pay less 
than $6,000, while 1,100,000 would 
pay more. Almost 700,000 want 
homes costing less than $4,000. Of 


approximately 1,200,000 prospec- 
tive renters, more than 800,000 re- 
port they can afford rentals of no 
more than $50 per month. 

Those who plan to build or buy, 
generally seek five rooms. Renters 
want four to five rooms. 

Census learned that the great 
majority of the veterans plan to 
stay in the areas where they are 
now located. While 10,500,000 
plan to “stay put,’ 600,000 say 
they will migrate, and 700,000 are 
undecided. 


Ravel Moves Account 


Ravel Perfumes, Inc., New York 
manufacturer of Pagan, Pagoda 
and Faun perfumes, has moved its 
account from Roy S. Durstine, 
Inc., New York, to the Herbert 
Chason Company, New York. 
Plans are under way for four- 
color page insertions in fashion 
media, coordinated with mer- 
chandising and trade promotion. 


‘Post-Dispatch’ 
Offers Comics 
in Rotogravure 


St. Lours—The St. Louis Post- 
Dispatch, which printed color 
comics here for the first time in 
September, 1894, has become the 
first newspaper to apply the roto- 
gravure process to the printing of 
its regular Sunday comics. 

The Post-Dispatch’s comics now 
are being turned out on a new 
Hoe 12-unit rotogravure press, 
capable of printing finished 24- 
page color comics at the rate of 
45,000 an hour. Ordered in 1941, 
it is the first postwar press of the 
type to be completed, and cost of 
installation exceeded $400,000. 

The newspaper’s Sunday roto 
section, “Pictures,” also will be 
printed on the same press, permit- 
ting eight pages of full color in 


— 


Dr. Starch tells you all about them 


It’s common knowledge among agency men that a whale of a lot of 


people prefer pulp fiction. What has been missing, however, is 


specific marketing information about who these people are, 


where they live, what they buy. 


Now these essential facts are available. The THRILLING GROUP 


asked DR. DANIEL STARCH to conduct a nation-wide personal 


interview survey among THRILLING GROUP readers. Their incomes, 


occupations, brand preferences, are now proven facts 


—not opinions. 


If you've ever said “Just what is there to the pulp market?”, 


then you’ve got some remarkable surprises in store. 


Dr. Starch has destroyed a lot of misconceptions, built instead 


an accurate picture of just what audience your advertising 


reaches in the THRILLING GROUP. The survey was 


completed in 1946. 


We're ready now to furnish the complete Starch report on 


THRILLING GROUP readers—a market of more than 


2,000,000 men*. Space buyers, account executives, 


admanagers, will find it instructive, authoritative, 


invaluable. Let’s arrange a convenient meeting. 


‘Phone, write or wire! 


10 EAST 40th STRE 


*ABC 2,385,055 
ET, NEW YORK 16 


NEW SPREAD—First of its new post- 
war products, a cheese spread with 
hickory-smoke flavor, is this Smo-kay 
now being distributed throughout the 
country by Kraft Foods Co., Chicago. 
Five-ounce re-usable glasses are em- 


ployed. 


the 16-page section, in comparison’ 
with the previous four pages avail- 
able on the old press. 

Use of the rotogravure process 
on comics brings out greater bril- 
liance and depth of color, the Post- 
Dispatch said. The new press uses 
ink with a solvent base which, 
aided by a mechanical drying pro- 
cess, evaporates almost immedi- 
ately, leaving the color on the sur- 
face of the page. The new comic 
section is reproduced from the 
usual mats furnished by syndicates 
and advertising agencies. 


Des Moines Dailies Up 3 


Luther L,. Hill, formerly direc- 
tor of advertising and a vice- 
president of the Des Moines Reg- 
ister & ‘Tribune Company, has 
been appointed general manager. 
He will continue as executive vice- 
president of Station KRNT, Des 
Moines, and Station WNAX, Sioux 
City-Yankton, stations owned by 
the Register and Tribune. 

Kenneth MacDonald, managing 
editor and a vice-president, has 
been named _ executive’ editor. 
Frank Eyerly, news editor of the 
Register, has been appointed man- 
aging editor. 
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Folks here 
prefer the NBC 


programs— 


and local 
features with 
the best 


showmanship 
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This department i 


Asks Continued Aid | for the time when consumer goods 
;}are produced in plentiful supply. 


in U. S. Bond Sales |The savings bond campaign is our 


_To the Editor: Over 2,000 maga-| most effective tool for accomplish- 
zines are urging their readers to|ing this objective. 
make regular investments in sav-| Public opinion must be informed 
ings bonds. This is a fact in which | and persuaded, however, if this 
you, as an American and as a pub-| campaign is to succeed. I thank 
lisher, have a just pride. | you for what you and your in- 
This continuing campaign by the|dustry have already done. I be- 
Magazine publishers of the United speak your further cooperation, not 
States logically follows the war-|merely for the Treasury, but for 
time magazine advertising cam- the nation that both government 
paigns. That inflationary forces | and business must serve. 
were held in check during the war | JOHN W. SNYDER, 
period is a tribute to the public | Secretary of the Treasury, 
opinion the publishing industry | Washington, D. C. 
did so much to arouse. 
The successful functionin of | " ‘ 
our economic system rcsnote 4 in| Will Reprint Story 


substantial measure, on a program! To the Editor: There appeared 


= ¥ 


that withdraws excess funds from in the Aug. 19 issue of ADVERTIS- 
circulation today and reserves it|tNG AGE a story in “The Creative 


s a reader’s forum. Letters are welcome. 


Man’s Corner” which was illus-| 
trated with three posters, two of | 
them advertising Coca-Cola. 

Upon the use of a regular credit 
line I should like permission to re-| 
produce the pictures and part of | 
the copy in a forthcoming issue of | 
“The Red Barrel.” 
HILtary G. BAILEY, | 
Editor, “The Red Barrel,” | 
Coca-Cola Company, Wil- 
mington, Del. 

, + 


Continuity Pays 

To the Editor: We see that the 
Creative Man, writing in the Aug. 
5 issue of ADVERTISING AGE, con- 
siders continuity in advertising an 
intelligent and worthwhile way of 
bringing and keeping a _ product 
before the public. 

We have followed this policy in 


he CALVIN Co. 


105 EAST 1524 ST.,.KANSAS CITY 6,MO. 


e e e e 
pecializing LV. woccee 
...complete production of sound motion 
picture films . . for industry and education 


... recording studio, editing and laboratory 
facilities..for other film producers and 
photographic departments of other industries 


... superior 16mm duplicates with or without 
optical effects . . black and white or color 


...full information upon request 
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IT PAYS—Continuity in ads is a worthwhile way of merchandising its policies to 
agents, Standard Accident Insurance Co., Detroit, is proving in this 1946 busi- 
ness paper series, placed through MacManus, John & Adams. 


our advertising for many years, 
and always with highly satisfac- 
tory results. 

We are enclosing a booklet of 
Standard ads which appeared in 
leading insurance journals during 
the year of 1945, and the ad sheets 
which have appeared in the in- 
surance journals so far this year. 
Looking through them, you can 
see we have always maintained 
continuity in our advertising. 

PATRICIA R. RYAN, 

Publicity Department, Stand- 

ard Accident Insurance Com- 

pany, Detroit. 
v7 ¥ 


Plans Unique Mart 


in Fort Lauderdale 

To the Editor: Forty-six years 
of active business participation 
has given me a first-hand ac- 
quaintance with our nation—mar- 
ket and people-wise—from Alaska 
to Florida, Duluth to New Orleans, 
the two Portlands to San Antonio. 

Now, I am retiring from the 
marketing and advertising field to 
take on my “dream hobby.” Asa 
sales and advertising manager, 
many times I have gone “behind 
the counter” to get first-hand im- 
pressions of consumer reaction. I 
learned that in most cases ‘‘con- 
sumer demand was not as impor- 
tant as consumer acceptance.” 
That meant the “behind the 
counter” influence often meant 
the switch from the generic prod- 
uct to the specific brand, through 
recommendation by the retailer! 
I also found that there was an 
“authoritative demand” by the 
classes. I saw the influence of the 
so-called “charge” customer, often 
the first luxury buyer—so I de- 
cided, upon my retirement, to ob- 
serve in my own shop “consumer 


reaction” upon new or luxury 
articles which would not be found 
in general distribution. There 
could be the place where inventive 
genius and marked initiative might 
test public influence. 

As for location, there could not 
be a better place than beautiful 
Las Olas Blvd., Fort Lauderdale, 
Fla., for this selected exhibition. 
There you find groups of people 
from almost every state in the 
United States. Many make their 
permanent home here, countless 
sojourn here during the “season” 
or on vacation bent. 

Correspondence is solicited from 
any manufacturer who thinks this 
may be an opportunity to ascertain 
if its products belong in this type 
of “Exclusively Yours” shop. 

If it has general department 
store or chain store distribution, 
or requires special mechanical 
service, it does not belong. 

It is a distinct pleasure to an- 
nounce that in addition to my 
personal attention, a younger man, 
Ralph R. Lamson, formerly in a 
successful business at Westport, 
Conn., has been selected as my as- 
sociate. 

If interested— write “Exclu- 
sively Yours,’ Attention Harry J. 
Winsten, 1026 E. Las Olas Blvd., 
Fort Lauderdale, Fla. 

H. J. WINSTEN, 

Exclusively Yours Shop, Fort 

Lauderdale, Fla. 
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Animated Tin Woodsman 
Helps Market ‘Oz’ 


To the Editor: Enclosed here- 
with is a photograph of what we 
consider a most unusual display. 

Our client, Homix Products, Inc., 
manufacturer of “Oz,” wanted an 


al 
KANSAS 


Basic 


ciTyY 
ABC for 


MISSOURI 
MID-AMERICA 
NATIONAL REPRESENTATIVE...JOHN E. PEARSON CO- 


6, 


ea 


eae PENS UO PORTT . Na 


ls ee a aa 


“ata t 


epee 


speci: 
ton f 
ment 
sive 
If 

of as 
of He 
dale’s 
build 
them 
soon 

into | 


Vic 
stir 


Pler 
To 
TISIN( 
terest 
pings 


ciden 
taken 
Tribu 


Acc 
Spi 


Seel 
Star 


To 
great 
editor 
Orgar 
ADVEF 

At 
seriou 
lion ¢ 


ress Wibere ce, Oriente est Rarer, pe oe ae ee cates nn ae Re, eke GE a hing eye: , ae sya ORR ie ofa acai Fe yd tesa tere oS gE ta 
Ptr. ON ee a : Sr ie eied Pee caer gt 4 is ae 1 : SN agate Shey . i et ie rig 3 SON; eae iee  h aras heart eiay SE a Peer 
3 A eee Beis Rae yc Nea ve Lh aN we “. . iy ’ Fes eg ; ‘ aes. [oat at axa en ks beret ee iM ; “ oa ‘ itd ais 
sph ee . '? 3 ea - . Et - re oe < 2 hea : ey fs - rage Seay ae 3 alee Dg onda enemas ; he = 
_ 52 
‘i a 
4 dail 7 
7 Pe = SSS SST SSG ERIE SN — = - . | Ct rere goaeenmanenncpenmnmmmnenmantcumengetmannannettnt enter 
sii Sr. Nw ae a re outst 
BS ess U yp) : = : : Ss RS SSS Sess SS SS ~@ oS ee i i 
a Bike _- : ~ { 7) : S ‘ f/f V4 - SS : - os — . ee “ - 2 | large 
3 ae x VO 2 (Gf io 4 = TOL AA CK - : pth Pate ee coun’ 
= eee ‘ ; : STS = & a as f o. : ae : RR 5 ; ; ; YJ * 
a. — or SO . < eS rr 3. .. t 4 ay | f f, 23 i : Oz 
aye _ ees SOR err ae : «i . = ee ‘ — . j ai sia charé 
7 tor a re a ae | Hy 3 a ig * d - ‘ ghd “ ee $4 
= SSCs. eee Tae ——iet Ye book: 
" a a 4 Sa i Z alm i ey ¢ >, BUA sugge 
E a } — i. a. ie + £4 a y a “es wf Sip ‘@ # i 2 li, 2 : dime 
_~ at 2 : ( be cc 
i : 
i Te 
ne Aecenpiiceo treet ME, 1 Pee ee Beak end Agent Aste Plan... | _ the i 
es | Sie ames enrwea peace snc pemiporiy opel manga mace peeg a mister nimarsivsewract wqemaces-spened | first. 
Sey i Yorirnes Simony mock, theo fence ead xc. Dow yovred Ms } Gesssenuss qalihin Ai the: Phaeek Puomteers Comediay. aot: ak SAR OR ee sprecenore dovmetirin. serkitnon, onch oe 3 
aa t Artin oo evens Bo, ek sonpeOR Oo m0 OB EHO SE Sow H Rowenta Besecse Seer. seco ose scomeesion <eiene Phar gerencen $n weeen con GUNMA sab aotideceseeds WAS a05 
© ome apo age or ae argent mm | Bek On ken p opments ey wg ta oR | RR all eel ae and 
= { i sown : 
en erent hr per smear cane = 
I ad i Pee Sesmommc Leomguaes > Devente i Pies tnenanas Compomy ~ Surety 
5 6 BARR 8 CAO © em ; PRE + REE © Lancet © Sexpry 4 re ee ee , 
i i ee 
Pl . i 
ae — 
ill if 
ii eS 
E | 
ay § oe 
a oe Revi oe  . Se ee ee oS << 
<i ~ : o 
i ae ‘ . | a 
hh ee d i ae 
ee a? ig | | roe 
eee Res a oe 3 ten i 
B OE: . 2k ae E ce = ' i : eo ; waa 
err oe ' —_ . ee a ae 
| i [ r a.» ose acca ones 4 — ms ® eo . . a, Ri ~~ | ‘ 
j = eg al <a = ee ee eg ¥ i bowl 
‘eh ee ee « = =— le ee hl 
ee Se . eee ee Pt Se a oe Sot Seng Me See ae na Bed i 3 move 
Oe ee a a re = a i. ey on i ee i | d | 
: - oo oe oe : : pe hae 2p. | an 
' s,s ee] 8 Oe ee ee . a4 mh _ 
sili: Eee ne Cle mode 
Sree aus ) ow oe ee eer nn Na | 
ae = Ne a vy ia es — A  e i (7) Bloor 
ae 2ee88es® =e #2 & ft se» ~- SB & & 59th 
oe oe i % ¥ mo ee! oe oe = Pee Bead j 
Bo ’ oo] iy ot ee ee ma <S — = : et i. oa 2 a sto 
ie. oe. ee ek Rohe gt AA oe os ee | j 
be lle ee ee ee ee ee ee this 
See heey ie ; oe ae Se 5 CRORE Oe i oees Ree SPOR Conta, amma a he é i | 
Pee 6 © Wels Le 2 Ge ne hild 
Reeoise | ai TS ia fS- he fe F <= ee t 3 6 ge om a | BF |. . 2 . ar 
ia se ee eer Oe Uh ls — 2 222 As 
Reis te enimeimed co <<. °«< /A oo. 2... has ¢ 
Bisa ty } = hae a ae ae i ea ee ae ee UI es BP. i | ined 
ae ee j ie a ek a ee ae ee aa ec foe . — ingaa 
a De) ee ee er) ee 
oe ng mM — ae a ae! ee ee ' mee. EG “ OO CLK wa 6! eee eo a 
Pamiy, oy ee a Se -i Rs - % i eee : a 
ey ee oe pk ee be eee Riek. 3 S Ber ee ee Se aS cs ge ae ee Pe 
of i ER et ef eee oe a 
ro a 3 a EE ee. ee ee ee Be | 
7 ay BR RY en ae se ee ee ee a a 
ies i 7) ee - * 5 fs «= ~ noe a2 2S a fe . 
oe Soe 2 | ee eee ee “ oe | 3 me ae a : oe 
Sa See itti(i‘“ ew” te ea saa 
E 4 { aS a 4 e Bi Fe eer ms me. - sil ae ‘ ee, - — al ot io es oe wast es 
ih 4 hee ee ee (eee fe Fee i. 
ie BAR i eae 4 ie ie, FO ee ee ae ao hc Sel 4 an rea eee 
aes | Bees Retg.:  O ge Gat = = Bk ‘oi nn - Be 
een. } | ees ee. Es — £ ae o a ge on 
Be Sia = = $ a ee ; a a en —_— i 
so" eg EN ere : — 6, aa sti pe es 
Se sae bee i : : ss —_ a Be 4 . ee a : = cage Pe: a we 2 fe . os 
os ig , aera eee oS sgiuiceggmiieer rae ce se a : be 
C.. _-KCMO is up to something: \7 | 
‘om fa N | : 
ee ee \ t t 
ef Seay es 7 & 
toa | AY '- ; 
; ae 
a i UAZ | AN SDS (Coe 
5 —_— | nian oS 
: age AR INZ YI P 
“7 d St G\ IA| } gp } 
a , sour f AN ZS Se oy 
=e x S/W? — ! 
my ° Feet ay Al =— 
= 0 $4: ay Ze |S : HAY 
oe om 300 an Ts 
—. . dio a i < sh 
a . Stu Se ee ee tae ga ai eee ree me pee cA ate paleers p Ey 
re ding Pee ee Oe re > io rf aha Pactans 
=. lh Recor” h ee | ee ee ee 2 Fo aed a rf 
— wi nels pe CO aS fo Ss - meee 
J a n i, |e | ee ae ee bs ox , hice ong 
a Cap m es gh, oe : : | a 
Pa Lab 16m See oy ee 5 : ve Ne 
: ’ a ee Bi: oe Se ee - oe hes 
. t pet ea ee fie | es 
; fee eee eee oo ee . ee 
ee genre at aes Se, 2 ‘ Boke Se 
mi ee UE cae ae: Sie ee aS tes E 
| LS) Producing films by the I , TA yn ee ee 
mee a in. Sel. tek 4. ©. tf Da hee 
f ' Ps “TH | ie ae S A = aie : ge Pies ¢ “ Bae eee SR 
a F | 
ee ee ee ee ee 7 
> 2 i ¥ : 
: 3 
ta —S P. ; ak ’ “ ers $ P< 2 . ; 3 é . ps ‘ Z kx ‘ - * : - . ye: ‘a " LAR ey 
faa pie £5 es 
| . Sparta igs a 


ee 


SENS > reer er. Pars SO SFT, en 2 


~webicat 


Advertising Age, September 30, 1946 


outstanding display for use in 
large supermarkets throughout the 
country. 

Oz has the rights to all of the 
characters from the Wizard of Oz 
books for its advertising, so it was 
suggested that an animated three- 
dimensional tin woodsman display 
be constructed. 

Ted Tinker was called in and 
the idea explained to him, and he 
first constructed a miniature model 
and later this full-size display 
which is pictured here. The tin 


woodsman is nearly five feet tall 
and is constructed of stainless 
steel. When the motor is turned 
on, the egg-beater rotates in the 
bowl, the tin woodsman’s arm 
moves, his tongue licks his chops 
and his eyes roll in delight. The 
model is currently installed in 
Bloomingdale’s window on _ the 
59th St. side, and is proving to be 
a stopper. Checkers situated at 
this window have overheard all 
sorts of delighted comments from 
children and adults alike. 

As soon as the tin woodsman 
has completed his run at Bloom- 
ingdale’s, he will be packed in his 
special crate and shipped to Hous- 
ton for the edification and amuse- 
ment of the folks of that progres- 
sive Texas city. 

If the display creates as much 
of a sensation in the supermarkets | 
of Houston, as it has in Blooming- 
dale’s window, it is planned to 
build some duplicates and_ use|} 
them throughout the country as | 
soon as sugar permits Oz to get 
into full production. 


THomaAs M. CRABBE, 
Vice-President, Roy S. Dur- | 
stine, Inc., New York. 
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Plenty of Relief 

To the Editor: I think ApvEr- 
TISING AGE readers might be in- 
terested in the accompanying clip- | 
pings for your “Peculiar Coin- 


ny oo | HAV FEVER 


igri” + 


. 
=~ ———_—_—_— 

Free report reveals te sbout 
Ant Benadryi, P ine — tells 

. en 


cidence” department. They’re 
taken from the New York Herald 
Tribune and Times of Aug. 18. 
Mary J. SHIPLEY, 
Account Executive, Franklin 
Spier, Inc., New York. 
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Seeks Help in 
Starting House Organ 

To the Editor: It was with 
great interest that I read your 
editorial “A Challenge for House 
Organs” in the Aug. 12 issue of | 
ADVERTISING AGE. 

At present this organization is | 
seriously considering the publica- | 


tion of a house organ designed ad 


meet the needs and demands of 
a highly critical group of employes. 
Consequently we are interested in 
other publications along this line 
which seem to have done an out- 
standing job. 

It would be very much appre- 
ciated if you could send this de- 
partment a list of a representative 
group of those 82 industrial pub- 
lications which were awarded 
prizes of excellence by the Na- 
tional Council of Industrial Edi- 
tors. 

RALPH W. JOHNS JR., 

Advertising Manager, La Con- 

solidada S.A., Mexico City. 
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More on the Policing 


Job for Trademarks 


To the Editor: We appreciate 
very much the editorial comment 
in ADVERTISING AGE of Aug. 19, en- 
titled “Capitalizing Trade Names 
and Marks.” It is regrettable that 


your cogent views as to the bur- 
den of policing trademarks are 
not shared by the courts. The 
position of the trademark owners 
in these respects should be con- 
siderably bettered under the Lan- 
ham Act; however, it will be sev- 
eral years before judicial interpre- 
tation begins to appear. 
JOHN A. GOSNELL, 

Assistant Counsel, The Coca- 

Cola Company, New York. 

[Editor’s Note: Mr. Gosnell re- 
fers to an AA editorial pointing 
out that it is practically impossible 
to induce writers to capitalize 
trade names, and that trademark 
owners ought not to be penalized 
for the actions of those over whom 
they have no control. An amusing 
confirmation of this editorial opin- 
ion was obtained by ye ed when 
he examined his daughter’s newly 
acquired Thorndike Century 
Junior Dictionary. In the “ex- 
planation of usage” section of this 


excellent work he found the fol- 
lowing: 

Trade name. A word or meaning 
that is registered by some _ business 
firm to prevent illegal use of it is so 
marked. 

kodak (ko’ dak), 1. a kind of 
camera with rolls of film on which 
photographs are taken. Trade 
name. 2. Take photographs with a 
kodak. 


This dictionary designation of 
a trade name is eminently satis- 
factory, of course, except that the 
trade name is not capitalized. ] 

7, ¥ Fz 
No Skywriting Here 

To the Editor: In “Rough 
Proofs” of your Sept. 2 issue I 
note the following item: 

“Diamond Match Company of- 
fers advertisers — 100,000,000 or 
more circulation. 

Only the skywriters can com- 
pete with that kind of figures.” 

I wonder if you realize that an 
advertiser buying a full run of car 
cards nationally, gets the circula- 
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tion of over 1,900,000,000 riders a 
month and that isn’t skywriting 
but actual fares paid. Some wise 
advertisers have begun to realize 
this. 

Epwarp C. TATNALL, 
National Transitads, New 
York. 

vvy 


‘Rough-Proof’ Proof 


To the Editor: Please register 
our wince for the item about us 
in “Rough Proofs” of Sept. 9. 
Actually, sponsors will find that 
Gotham has something more to 
offer than pun-able budgets. 

We used the phrase “audit- 
proof” in the sense that all our 
budgets will clearly show where 
the sponsor’s money is going. 

In the future, we will try to 


make our releases a little more’ 


“Rough Proof’’-proof. 
Louis CIOFFI, 
Business Manager, Gotham 
Radio Productions, New York. 


Flying costs less than dogsled travel 


Effective January 1, 


DOGSLED TRAVEL in the arctic is crude, slow, a heritage of our undeveloped 
days. We think of it as cheap transportation. 


But arctic travelers today use the air route—not just because it is more lux- 


urious, more comfortable, or faster, but because it costs less. 


Similarly, advertisers today are using color in the Sunday Mirror Magazine — 


not just because it is more effective, more resultful, or better advertising, but 


because it costs less. Witness: 


Advertising in FOUR-COLOR GRAVURE in the Sunday Mirror Magazine costs 
less per unit per thousand circulation than black and white advertising in six of 
the other seven New York daily newspapers. 

In the Sunday Mirror Magazine you combine the use of dramatic color with 
the selling power of a circulation far in excess of two million, the second largest 


newspaper audience in America. That combination produces results that amaze 
first-time advertisers, and continue to amaze regular advertisers. Put it to work 


for you in America’s largest market. 


1947, you may buy either— 


1. METROPOLITAN CIRCULATION. New York 
City and Suburbs—in excess of 1,100,000. 


4-color page $2300. 


2. FULL CIRCULATION. New York City and Sub- 


urbs, plus distribution beyond fifty miles of New York 
—in excess of 2,000,000. 


4-color page $3000. 


The Sunday Mirror Magazine offers you a time-tested 
editorial background, balanced editorial content, all- 
family readership, scientific split-run copy testing, 
color at lower cost than in any “group,” magazine or 
roto supplement in the United States. 


New York 


SUNDAY MIRROR MAGAZINE 
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New Farm Show Planned!FCC Grants FM Permit 


The National Farm Show will FCC has authorized the Fall 
be held for the first time at the River Broadcasting Company, Fall 
Coliseum, Chicago, Nov. 29 through | River, Mass., to operate a new 
Dec. 3. |FM radio station. 


PHOTOGRAPHY 
PHOTOSTATS 


FOR ADVERTISING 


phone 
WHI. 5355 


STANDARD 


STUDIOS 
INC. 


540 N. MICHIGAN AVE 
185 N. WABASH AVE 
410 N MICHIGAN AVE. 
111 E DELAWARE ST. 


Parker Pen Maps First 
English Postwar Drive 


Parker Pen Company, Janes- 
ville, Wis., through the London 
office of J. Walter Thompson Com- 
pany, will soon begin first post- 
war advertising in England, fea- 
turing the Parker “51” fountain 
pen and Quink. 

Local advertisements on the 
continent will supplement the 
Parker insertions scheduled for 
the Swedish, Danish, Finnish and 
Arabic editions of Reader’s Di- 
gest. 


College Inn Names Scott 


Susan Scott, who formerly 
taught cooking schools and classes, 
has been appointed to direct the 
home economics department of 
College Inn Food Products Com- 
pany, Chicago. 
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Professional pulse-feelers (such 
as the Kiplinger Washington news- 
letter), querying media on effects 
of the recent stock market decline 
on late-1946 and 1947 ad pro- 


grams, are finding no real evi- 
dence of curtailment for this rea- 
son. Leading style-crampers for 
advertisers will continue to be 
materials shortages and recurring 
labor difficulties. 
* * * 

The annual meeting of the Na- 
tional Association of Broadcasters, 
at Chicago Oct. 21-24, is expected 


|to develop more battles than ever. 


Pictures are stoppers anywhere. But in 
p afa d @ they are something extra— 
picture stories ingeniously created in a 


fresh, distinctive way to produce the 
highest page-by-page readership.* 


this is JCTURE POWER. 


It’s the power that demands attention, 
then holds it on every page... means 


parade ci 


culation . . . extra selling power... more 


more readers per million 


power to you. 
*Proved by extensive survey. 


Daatenl from PARADE Picture Story, ‘A Camera Outing” 


The Sunday Picture Magazine 


One of them will be on the future 
of the Broadcast Measurement 
Bureau—radio’s parallel to the 
Audit Bureau of Circulations— 
which will issue first findings to 
700 member stations and the four 
national networks in early weeks 
of October. A lot of stations are 
not expected to be happy about 
BMB’s findings on their coverage. 

BMB’s first year, which will 
end next Dec. 31, has been fi- 
nanced by $1,000,000 contributed 
by stations and $250,000 by the 
four networks together. 


* * * 


The advertising committee of 
the Air Transport Association of 
the United States, the group rep- 
resenting scheduled domestic air- 
iines, will meet in New York next 
month to set its advertising bud- 
get for the coming year. Best 
guess is that since the airlines are 
operating with a peak traffic load, 
and their advertising budgets are 
up substantially, ATA’s war chest 
is likely to be considerably larger 
than the $500,000 allotted hereto- 
fore, 


* * * 


The cocoon-like substance de- 
_veloped for storage of ships, 
|planes and other war implements 
‘has important peacetime applica- 
|tions. Already industry is inter- 
‘ested, because it promises an 
/easier way to lay up a machine, 
‘and it may have important im- 
plications for export packaging. 
Hollingshead, du Pont and Atlas 
'Powder are all making such stor- 
'age materials, and Hollingshead 
has started a campaign siete 
it to industry. - 

* * * 


Dat ol’ debbil “FREE” which 
has been a bone of contention for 
years may become the focal point 
of considerable argument. The 
FTC will not back down from its 
position that articles delivered 
only on the condition that other 
articles be purchased, do not con- 
stitute “free” merchandise. 

* * * 

British periodicals will swell 
their issues Nov. 1 when they will 
be allowed to increase their paper 
usage from the present 28.5% of 
the 1938-39 period to a newly 
allowed 40%. 


* * * 


The private word is that the 
shipping companies operating air- 
lines are skating on thin ice, and 
that a CAB cease-and-desist order 
could come at any time, The CAB, 
extremely confident because of its 
record in the courts, would wel- 
come a legal test of its ruling that 
no operator of another transpor- 
tation medium would be permitted 
to control an airline. And the 
bureau is nettled because the op- 
erators prefer to try their case in 


newspapers. 
* * * 


The strike at Monsanto Chem- 
ical Company, now past its sixth 
month, may well contribute to the 
nation’s actual as well as figura- 
tive headaches. Monsanto is one 
of the largest suppliers of salicylic 
acid, used in the manufacture of 
aspirin. Aspirin makers are get- 
ting close to the supply bottom. 


supplies dealers use the indus- 
try's own trade paper. 


Ask for new 
Trade Summary 


| i promote sales of “_ 
product sold through office 


Advi 
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Department Store 
Sales 37% Ahead 
for Latest Week 


WASHINGTON—Department store 
sales for the second week of Sep- 
tember were 37% ahead of the 
same week of 1945, the Federal 
Reserve Board reports. The year- 
to-year gain for the previous 
week had been 50%. 

Syracuse stores had an 80% 
gain for the latest week, ahead of 
Providence’s 50% and New 
Haven’s 51% gains. These three 
were highest. Lowest gain re- 
ported was 6%, for St. Joseph, 
Mo. The Boston (first) reserve 
district had the highest district 
gain, 46% over the same week in 
1945. 

The reserve board reported the 
following percentage of increases 
in department store sales from 
the corresponding figures of 1945: 

Week Ending 


Federal Reserve Aug. Sept. Sept. 
district and city 31 7 14 
+ + + 
UNITED STATES .. 45 50 37 
Boston District .... 50 40 46 
New Haven ...... 54 42 51 
pS eee 54 37 48 
Springfield ...... 45 50 33 
Providence ...... 46 49 50 
New York District.. 51 52 40 
MOWER ficccccne I 9 53 38 
MOTO oo sacixace BO 47 40 
New York 53 51 38 
POOCMGBLOr 4.6.66 5% 31 57 47 
BPTACUNS 66isce cas 65 70 80 
Philadelphia District 37 52 45 
Philadelphia ..... 30 50 42 
Cleveland District.. 49 54 32 
PO 56-5 94:50,0 014 0 OO 35 27 
CIMCIMHATE «....645 46 59 32 
Cleveland ....... 52 53 36 
CGOIUMBUS 66.5664 45 37 24 
TONOGE gn csessaas 43 46 22 
PRtSUGren . 15 %..+ 54 69 36 


Richmond District.. 33 37 23 


Washington ..... 28 30 17 
BIBITIMOFS 6.65.55 52 46 30 
Atlanta District 41 38 37 
Birmingham ..... 71 43 28 
) | a ere 36 39 si 
RIGOUR. csccccaas 34 41 27 
New Orleans .... 34 38 so 
WESHVEIIG 2.606665 es 43 9 
Chicago District 50 58 37 
RE. bid eecewes 55 60 33 
Indianapolis ..... 38 41 26 
po) re 44 56 40 
Milwaukee ...... 54 72 47 


St. Louis District... 50 53 27 
Lattié Beck ...... 39 28 13 


LOuisvilie 1.22.55 38 64 31 
Oe Saaeeee ee 55 54 28 
MEOMPRIS .csceses 49 46 30 

Minneapolis District 
Minneapolis ..... 
ere (Not Available) 
Duluth-Superior 

Kansas City Dis.... 48 40 30 
ee 42 45 42 
i eee 54 34 24 
mansse City ..... 52 37 32 
St. GOBOPR 665665. 48 36 6 
Oklahoma City .. 51 33 22 
oy ee eer 48 50 24 

Dallas District .... 43 42 33 
eee 42 41 31 
Fort Worth ..... 39 47 30 
BEOGRUOE cic rcsccs 61 42 41 
San Antonio ..... 43 51 37 


San Francisco Dist. 33 45 39 
Los Angeles Area 26 60 49 


oo” ee 34 29 34 
San Francisco ... 39 37 20 
POPC 644061 0% 35 31 33 
Salt Lake City... 28 25 41 
MOBATIO 660vecesas 24 33 31 


**Data not available. 


KRGV Promotes Ogle 


Byron W. Ogle, assistant man- 
ager of Station KRGV, Weslaco, 
Tex., has been appointed man- 
ager, 


The Biggest Little Paper in the U. S.! 


AUFBAU 


Sudbury to Flagler 


Sudbury Laboratory, South Sud- 
bury, Mass., manufacturer of soil 
test equipment, insecticides and 
pet supplies, has placed its adver- 
tising with Flagler Advertising, 
Buffalo, effective Oct. 1. 


Increases Ad Rates 


Nation’s Business, Washington, 
has increased its basic page rate 
from $2,200 to $2,600, based on a 
circulation of at least 525,000, ef- 
fective February, 1947. 


Anderson Joins FC&B 


G. William Anderson Jr., with 
CBS before joining the AAF three 
years ago, has joined Foote, Cone 
& Belding, New York, as assistant 
to Stephen Czufin, vice-president 
and American Tobacco account 
executive, on Lucky Strike radio. 


To Grant Advertising 


Froedtert Grain & Malting Com- 
pany, Milwaukee, has appointed 
Grant Advertising, Chicago, to 
handle its advertising. 


Hixson-O'Donnell Elects 


Albert W. Humm, vice-president 
in charge of the utility and ap- 
pliance division of Hixson-O’Don- 
nell Advertising, New York, has 
been elected a director of the 
agency, 


Printing Group Elects 

W. H. Griffin, partner in Griffin 
Bros., San Francisco typesetting 
firm, has been elected president 
of the International Association 
of Printing House Craftsmen. 


cory 
t Schools, Churches, ' 
! and Institutions 
1 

' ' 
| ! 
ae 


35 W. WELLS ST. MILWAUKEE 3, WIS. 


ates 
Ss 


“AUFBAU is tops.” 
1940.... 300,000 fines 
Lig ® FL isa... 550,000 lines 
: 4 1942... 650,000 lines 
asta 1943.... 729,212 lines 
1944.... 850,000 lines 
1945... 1,100,388 lines 

* 
For rates and ABC circulation, write Adv. 


Manager, Aufbeu, 67 W. 44th St., N. Y.| 


A recognized 


Abesto Manufacturing Co. 
Adensite Co. 
Aetna Plywood & Veneer 
Alan Wood Steel Co. 
Allied Building Credits, Inc. 
Allith-Prouty, Inc. 
Aluminum Co. of America 
American Agri. Chem. Co. 
American Cabinet Hardware Corp. 
American Floor Surf. Mach. Co. 
American Lumber & Treat. Co. 
Andersen Corp. 
Angier Corp. 
Anti-Hydro Waterproofing Co. 
Archer-Daniels-Midland Co. 
Armstrong Co. 
Armstrong Cork Co., 

Building Material Div. 
Arvey Corporation 


B and T Metals Co. 

Baer American Window Co., 
Venti/Kleen Window Div. 

Barber-Greene Co. 

Barrett Division, Allied Chemical 
& Dye Corp. 

Berry Door Co. 

Besser Manufacturing Co. 

Bilco Manufacturing Co. 

Bills Venetian Blind Co. 

Blotex Co. 

Bostwick Steel Lath Co. 

Bradley Lumber Co. of Ark. 

Bruce Co., E. L. 

Bugher Manufacturing Co. 

Butler Bin Co. 


Cabot, Inc., Samuel 
Caldwell Manufacturing Co. 
Carey Mfg. Co., The Philip 
Carr, Adams and Collier Co. 
Casein Co. of America, 

Div., The Borden Co. 
Celotex Corp. 
Chain Belt Co. 
Chapman and Co., A. D. 
Chicopee Mfg. Corp., Lumite Div. 
Clarke Sanding Machine Co. 
Cleveland Lock Works 
Clinton Metallic Paint Co. 
Concrete Transport Mixer Co. 
Condensation Engineering Corp. 
Continental Steel Corp. 
Coolstream Corp. 
Corbin, P. and F. 
Country Gentlemen 
Creo-Dipt Co. 
Croft Steel Products, Inc. 


Dant and Russell, Inc. 
Deniston Co. 

Dennis and Co., W. J. 
Detroit Steel Products Co. 


institution used for 10 years by the following leading 


manufacturers of building products 


DeWalt Products Corp. 
Dodge Div., Chrysler Corp. 
Donley Brothers Co. 
Douglas Fir Plywood Assn. 
Duplex, Inc. 

Durham Co., Donald 


Elliott Paint and Varnish Co. 


Fairbanks-Morse and Co. 
Fastener Corp. 

Fence Co. of America 
Fibre Conduit Co. 
Firecraft Corp. 

Fir-Tex 

Fletcher, Terry Co. 
Flex-O-Glass Mfg. Co. (Warp Bros.) 
Flintkote Co. 

Flush Wall Radio Co. 
Flynn Mfg. Co., Michael 
Ford Metal Moulding Co. 
Ford Motor Co. 

Ford Roofing Products Co. 
Frantz Manufacturing Co. 
Fruehauf Trailer Co. 


Gabriel Stee! Co. 

Gibbs Boardtile Corp. 

Gilman Brothers Co. 

Grand Rapids Hardware Co. 

Great Lakes Steel Corp., 
Stran-Steel Div. 

Greenlee Tool Co. 

Gregg and Son 


Harbor Plywood Corp. 
Heatilator, Inc. 

Hines Lumber Co., Edward 
Hope’s Windows, Inc. 


Hortoa Mfg. Div., The Aviation Corp. 


Hudson Mfg. Co., H. D. 
Huttig Manufacturing Co. 
Hyster Co. 


Ideal Hanger Co. 
Ingersoll Steel Div., 

Borg-Warner Corp. 
Insulite 


Jaeger Machine Co. 

Jeschke Wire & Specialty Co. 
Johns-Manville 

Johnson Co., C. S. 


Karlen-Davis Co. 

Keasbey and Mattison Co. 
Kem-Tone 

Keystone Steel and Wire Co. 
Knape and Vogt Mfg. Co. 
Kol-Master Corp. 

Kuhls, H. B. Fred 


Lawson Co., F. H. 
Legion Utensils Corp. 
Libbey-Owens-Ford Glass Co. 


% 


Little Burner Company, H. C. 
Locke Warm Morning Stove Co. 
Lockport Cotton Batting Co. 
Logan Co. 

Louden Machinery Co. 
Louisville Cement Co. 

Lufkin Rule Co. 

Lyon Metal Products, Inc. 


Majestic Co. 

Mall Tool Co. 

Malta Manufacturing Co. 
Marquette Cement Mfg. Co. 
Marsh Wall Products, Inc. 
Masonite Corp. 

Medusa Portland Cement Co. 
Mengel Co. 

Mesker Brothers 

Metal Trims, Inc. 
Mid-States Steel and Wire Co. 
Milcor Steel Co. 

Mineral Pigments Corp. 


Monarch Metal Weatherstrip Corp. 


Monsanto Chemical Co. 


National Cash Register Co. 
National Clay Pipe Mfrs., Inc. 
National Gypsum Co. 
National Lock Co. 

National Manufacturing Co. 
National Mortar & Supply Co. 
National Plywoods, Inc. 

New Castle Products 

New York Wire Cloth Co. 
Northern Wood Products Co. 
Nukem Products Corp. 
Nu-Wall Manufacturing Co. 


O’Brien Varnish Co. 
Orange Screen Co. 


Pacific Mutual Door Co. 

Pacific Plastic and Mfg. Co. 

Parva Products Co. 

Pecora Paint Co. 

Penn Metal Co. . 

Penn Supply and Metal Corp. 

Perfection Steel Body Co. 

Perma-Jack Corp. 

Pittsburgh Plate Glass Co., 
Columbia Chemical Div. 

Pittsburgh Plate Glass Co., 
Glass Div. 

Pittsburgh Plate Glass Co., 
Paint Div. 

Porcelain Metals Corp. 

Poultry Tribune 

Prima Products, Inc. 

Pyramid Metals Co. 


Reardon Co. 

Red Cedar Shingle Bureau 
Red Devil Tools 
Richkraft Co. 


Rilco Laminated Products, Inc. 
Rosboro Lumber Co. ‘ 
R.0.W. Sales Co. 

Ruberoid Co. 

Russell and Erwin Mfg. Co. 

Ruud Manufacturing Co. 


S and W Moulding Co. 

St. Louis Terminal Warehouse Co. 

Saint Paul Corrugating Co. 

Saturday Evening Post 

Savogran Co. 

Seneca Wire and Mfg. Co. 

Sicca Soya Paint Co. 

Silbernagel, George J. 

Silbernagel & Sons Co., George 

Sisalkraft Co. 

Smith Corp., A. 0. 

Sol-O-Lite Manufacturing Co. 

Sonneborn Sons, tnc., L 

Southern Pine Lumber Co. 

Standard Dry Wall Products, Inc. 

Stanley Works 

Starline, Inc. 

Star Paper Fastener Co. 

Sterling Windows, Inc. 

Stewart Iron Works Co. 

Stran-Steel Div., Great Lakes Steel 
Corp. 

Superior Fireplace Company 


Tamms Silica Co. 
Tel-O-Post Co. 

Thew Shovel Co. 

Thorn Co., J. S. 

Trimedge, Inc. 

Trimz Company, Inc. 
Trinity Portiand Cement Co. 
Truscon Steel Co. 

Tylac Co. 


United States Plywood Corp. 

U. S. Savings & Loan League 
Universal Sanitary Mfg. Co. 
Universal Zonolite Insulation Co. 
Upson Co. 


Vaccinol Sales Co. 
Victor Electric Products, Inc. 
Vita-Var Corp. 


Wasco Flashing Co. 

Watco Engineering, Inc. 
Werner Company, Inc., R. D. 
West Coast Plywood Co. 
Western Pine Association 
Wheeling Furnace Co. 

Wilbur and Williams Paint Corp. 
Williams and Co., C. K. 
Wilson Specialties, Inc. 
Woodruff and Sons, Inc., F. H. 
Woodville Lime Products Co. 


Youngstown Manufacturing, Inc. 
Zegers, Inc. 


Again they say, “an excellent way 


to make our catalog work every day” 


Closing date for space reservations and copy — Nov. 20th. 


Complete plates — Dec. Ist. 


As the original publication for lumber and building material dealers, 


the BSN Dealers’ Directory Issue is universally acknowledged by 


lished. Every year for the past ten years BSN Dealers’ Directory Issue 


has been a sell-out. Hundreds of advance reservations already made 


- dealers and manufacturers as the most valuable book of its kind pub- 


for catalog space in the 1947 edition. 


BUILDING SUPPLY NEWS + 59 East Van Buren Street, Chicago 5 <\_ 
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56 
Barth Advanced 


P. E. Barth, general manager of 
American Hardware Corporation, 
New Britain, Conn., has also been | 


made a vice-president. 


2 Name Melamed-Hobbs; 


Lindley Joins Agency 
Raymond Laboratories, manu- 
_facturer of preparations for the 


beauty profession, has appointed 


Agricultural 4 
eaders 


Digest 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 


50 Million Opportunities to 
Get Your Product “Talked About” 


Agricultural Leaders make over fifty million farm 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 
recommend. Agricultural LEADERS’ Digest 
reaches all 30,000 men and women leaders serv- 
ing six million farm families. Ask for Market and 
Merchandising Data Folder. 


AGRICULTURAL LEADERS’ DIGEST 
139 N., Clark St., Chicago 2, Ill. 


PUBLISHED EXCLUSIVELY FOR ‘LEADERS IN 
AGRICULTURE AND HOME ECONOMICS 


|}the St. Paul office of Melamed- 
|Hobbs to handle its advertising. 
| Business papers, newspapers, di- 
|rect mail and point-of-sale mer- 
|chandising material will be used. 
|The agency has also been named 
to handle the advertising of Lan- 
O-Sheen, manufacturer of the 
household cleaner by the same 
name. Newspapers, radio, car 
cards, business papers and out- 
|door posters will be used. 

|__ Kenneth C. Lindley has joined 
_the agency as account executive 
to work on the two accounts. 


Diamond Match Names 3 


Eugene C. Reed has been ap- 
pointed eastern sales manager of 
Diamond Match Company and 
|James B. Dickinson has been 
named western sales manager, 
both working out of the Chicago 
office. Ralph M. Smith has been 
/named sales assistant in the Chi- 
|cago office. 


Weary hours of practice throwing the pigskin. . . 


and now the bullet pass connects for an easy 


touchdown. There’s no substitute for practice 


and teamwork in football or advertising. 


C.M. &H. offset is produced by a team of specialists 


who are resolved 


to show what can be done 


with their favorite printing process. 


If you wa 


nt to know what offset can 


really do for you, try C. M. & H. Veritone*. 


C.M.&H. Offset Printing Co. + 
63 WEST GRAND AVENUE, CHICAGO 10 


WHltehall 5957 


AN ADVANCED TECHNIQUE 
OF OFFSET REPRODUCTION 


| 


Advertising Age, September 30, 1946 


SEPTEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercial 
Display Display 
Excluding Excluding 

Poultry, Poultry, 
Livestock _ Livestock 
-——Total Advertising——, and Classified -—tTotal Advertising——, and Classified 
r—-1946—*~. -—19 45, 1946 1945 r—1946——, -—1 a en\ 1946 1945 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
PTO, TAS sé i504 37.9 29,675 34.3 26,908 26,159 24,236 
FARM MAGAZINES Hoard’s Dairyman.. 37.5 27,312 29.3 21,301 22,776 18,557 
Hoosier Farmer .... 10.5 4,710 10.5 4,715 3,470 3,597 
Capper’s Farmer 42.8 29,137 41.1 27,981 28,289 27,227 | taaho Farmer 29.3 22,181 29.1 22,020 20,791 20,599 
Country Gentleman 80.9 55,022 64.6 43,935 54,020 43,016 Indiana Farmer's 
Farm Journal...... 65.0 27,833 61.5 26,366 26,826 25,505 ME ee 18.8 14,731 22.6 17,723 10,229 12,425 
Progressive Farmer: Kansas Farmer.... 25.4 19,308 26.3 20,025 15,551 16,898 
Carolina-Va. Michigan Farmer... 26.1 20,030 24.9 19,104 17,885 17,037 
W@ition ....2..% 45.2 32,921 38.0 27,682 31,521 26,597 Missouri Farmer... 4.6 3,585 4.6 3,579 3,249 3,281 
Ga.-Ala.-Fla Missouri Ruralist... 26.4 20,069 24.0 18,265 15,730 15,640 
AHO oe sets 45.1 32,844 38.2 27,810 31,469 26,846 | Montana Farmer... 41.5 31,425 28.0 20,983 17,389 17,016 
Ky.-Tenn.-W. Va Nebraska Farmer .. 44.5 33,636 44.2 33,418 29,499 30,949 
Edition .......-. 46.7 34,003 38.4 27,971 32,730 27,127 New England 
Miss.-La.-Ark. Homestead ...... 29.9 20,915 25.1 17,602 13,583 13,401 
Ba@ition ....+e. 43.4 31,571 37.1 26,984 30,312 26,048 Ohio Farmer....... 38.6 29,621 26.9 20,696 26,924 18,154 
Texas Edition.... 49.6 36,098 38.6 28,106 34,268 26,846 Oregon Farmer..... 26.4 19,949 29.1 22,113 18,559 20,677 
*In all 5 Editions... 38.3 27,854 32.8 23,912 27,110 23,202 Oregon Grange 
*Aver. 5 Editions... 46.0 33,488 38.1 27,710 32,060 26,692 Siuiietin .....ke<s 14.8 15,134 12.2 13,748 15,134 13,748 
Southern Agricultur- Pennsylvania 
Serre reer err 28.8 20,189 27.5 19,282 19,082 18,613 i Ace 22.1 16,987 25.8 19,805 14,708 17,846 
Successful Farming. 74.0 33,282 69.1 31,112 32,041 30,065 Utah Farmer....... 13.9 10,516 15.3 11,581 10,113 10,610 
Total Group ..... 521.5 332,900 545.1 287,229 320,558 277,890 Wallace’s Farmer & 
Iowa Homestead. 57.2 44,838 39.1 30,617 40,418 27,294 
Washington Farmer 27.4 20,712 30.0 22,654 19,322 21,233 
FARM PAPERS aWestern Farm Life 32.3 25,302 30.5 23,963 15,502 15,577 
1 Wisconsin Agricul- 
iaeeimanet alia turist ........... 28.7 22,482 27.3 21,388 21,747 20,469 
2 4 g © 
SEA 5 occccscve 0.0 7,840 39.8 7,805 7,840 7,805 Total Group...... 645.1 505,023 597.6 460,225 427,845 404,332 
American Fruit Bi-Weeklies—August . 
GrOWeP bab icwaess 17.5 7,514 19.8 8,490 7,239 8,323 Arizona Farmer.... 45.4 34,190 35.6 26,879 32,891 25,849 
American Poultry California Cultivator 34.2 25,830 29.5 22,283 23,324 21,030 
Journal: Dairyman’s League 
Eastern Edition .. 27.6 11,861 31.4 13,476 10,000 11,062 News .........-+- 7.1 5,190 6.9 5,051 3,980 3,700 
Central Edition .. 23.3 10,002 24.6 10,581 8,984 9,047 bPrairie Farmer.... 56.5 41,190 44.0 32,047 33,720 27,213 
Western Edition... 20.8 8,935 22.5 9,656 8,095 8,314 | bPacific Rural Press: 
*In all 3 Editions.. 19.3 8,285 21.7 9,348 7,459 8,006 Southern Edition . 34.5 26,084 37.8 28,612 23,736 28,612 
t*Better Farming Northern Edition. 38.6 29,142 38.9 29,473 25,774 29,473 
Methods ........-- 23.4 10,054 Be og eae a, re Total Group .....216.3 161,626 192.7 144,345 143,425 135,877 
Better Fruit ...... 14.7 5,912 10.7 4,501 5,912 4,501 Weeklies—August 
Breeder’s Gazette .. 19.6 8,832 20.6 9,278 6,330 7,388 eCapper’s Weekly .. 7.2 16,069 6.4 14,268 11,226 11,127 
California Citro- dWeekly Kansas City 
Sraph .........-. 23.0 15,568 20.0 13,468 15,568 13,468 See 10.4 25,623 11.3 27,866 16,043 19,356 
Carolina Co-oper- és vor aus éeie er sens Total Groupe ...... 17.6 41,692 17.7 42,134 27,269 30,483 
BtOPr wccccccscccce A ’ . ’ ’ ’ 
Cattleman, The..... 134.6 56,518 111.3 46,742 22,242 16,792 | cnitmee Dati’ Drovers 
Cooperative Digest. 15.5 3,255 21.6 4,515 3,255 4,515 Journal .. 4.5 30,873 19.4 41,386 20,599 28.434 
Farm and Ranch... 34.1 75,835 33.4 25,267 24,639 24,232 | Kansas City Daily : , . = ' 
Farmer-Stockman . 31.5 23,807 26.3 19,918 28,147 19,263 Drovers Telegram 19.7 42,044 25.1 53,424 28,010 36,089 
Florida Grower..... 16.0 10,846 13.3 9,017 10,420 8,628 | Omaha Daily Journal- : a ie , 
Kentucky Farmers’ 9 r 9 
ns tenen.,.. 0s ee eS te ae 0 le ee ee 
Michigan Farm Stock Reporter 12.6 26,848 13.9 29,785 20,375 23,263 
ear 2.2 4,617 1.9 8,978 4,543 3,948 * °° 0a 6 448 RIK TR 4 407 2 : oe 
Watinnas Live tack , 7 See eres 68.2 145,515 78.4 167,270 106,200 121,362 
Producer ......++ 9.1 6,634 12.1 8,806 6,326 8,570 ‘Met incieded ta totale 
New Jersey Farm . aie Ht ro . P 
and Garden ...... 28.7 12,918 $3.2 14,976 10,806 13,134 ee ee oe Se 
Ohio Farm Bureau a aTwo issues 1946; one issue 1945. 
wane igen s+ 10.5 4,721 16.5 7,436 4,581 7,272 bThree issues 1946; two issues 1945. 
Eastern Edition .. 40.9 17,566 45.6 19,593 15,491 17,025 a ea. aa. a, Ce, ee 
Central Edition .. 36.1 15,502 41.0 17,597 14,413 15,988 . 7 " = 
Western Edition... 32.2 13,831 36.9 15,876 12,934 14,586 
Pacific Edition... 32.8 14,073 38.1 16,385 12,406 14,122 CANADIAN 
*In all 4 Editions.. 30.5 13,100 35.2 15,109 12,217 13,819 F 
Southern Farmer... 3.5 2,797 3.8 3,060 435 604 | **Canadian Country- . 
Southern Planter 29.1 20,347 25.4 17,768 19,968 16,965 Man «.....4+...+. 35.8 25,037 24.7 17,280 19,310 14,540 
Western Dairy Country Guide, The. 40.9 29,460 37.6 27,103 29,460 27,103 
TOUCHE scavsicas 56.2 28,632 59.0 24,815 8,218 8,295 | ?*Family Herald & 
Western Livestock Weekly Star: 
Journal .o0ss.s6: 113.2 47,530 91.2 38,337 15,099 13,620 Eastern Edition.. 57.2 57,216 52.0 51,975 37,426 32,656 
Total Group...... 838.8 447,922 $24.6 387,212 294,244 284,887 Western Edition.. 51.0 50,960 42.6 42,589 37,008 29,377 
Monthlies—August 7 patent 229 1 9 21.4 15.37 7 ~ 
Asuamene Parmet... 66 4947 &6 64680 4967 6418 | onesie sees Bee FSETe 526 DERI SETS SGTES 
Idaho Granger ..... a a ee ee ey ey ee 
Nation’s Agriculture mo 3,400 one 3,006 3,400 3,006 Vutisin’s Maite. a pg ie = rig get ig tt 
Total Group...... 21.5 16,385 22.2 17,138 16,385 17,138 *Free Press Prairie . , 
Semi-Monthly—August yy a er 79.4 89,293 60.5 68,026 41,275 32,626 
American Agricultur- *Western Producer. 47.0 60,296 38.9 41,586 15,657 13,469 
BE cc eendsscnsoae 21.4 15,584 21.1 15,379 13,776 13,385 Total Group......« 401.5 365,931 347.2 312,369 236,180 205,531 
California Grange *August linage. 
BOWS 60s6scnverse 13.5 15,148 10.7 11,998 15,148 11,998 7Four issues 1946; five issues 1945. 
Dakota Farmer..... 27.4 21,173 26.7 20,660 19,913 19,705 tThree issues 1946; two issues 1945, 
F Publicati 
4 = 
arm Publication (Hunt Foods Outlines Tide Water to Air 
Linage Gains 10% Forthcoming Campaign 
. Hunt Foods, Inc., Los Angeles, Football Games 
AA Report Shows | Red Label and CHB food prod- . 
ucts, which operates 18 plants in} On 85 Stations 
CuiIcaGo—Farm magazines and 


weeklies led farm publications in 
a 9.7% linage increase for August 
and September, ADVERTISING AGE’S 
/monthly survey of farm papers 
\shows. The magazines registered 
\a 15.9% gain this month over 
|September, 1945, and farm week- 
| lies had a 15.7% increase in linage. 
| Bi-weekly farm publications 
showed a 12% gain, and semi- 
|/monthly publications reporting for 
| August showed a 9.7% gain. 

_ Year-to-year losses are shown 
_ by August weeklies, down 1.1%, 
| August monthlies, down 4.4%, and 
August dailies, down 13%. 

| Canadian farm papers showed 
'a 17.1% gain for the period. 


Britannica Plans Drive 


Chancellor Robert M. Hutchins 
of the University of Chicago, taking 
leave of absence till June, 1947, to 
devote full attention to Encyclo- 
paedia Britannica and Encyclo- 
paedia Britannica Films, Chicago, 
|revealed that advertising in major 
media, direct mail and a new sales 
force will be used to promote sales 
‘of the $200 set of “Great Books 
‘of the Western World,” due out 
early in 1948. 


‘Chicago Carton to Evans 


Chicago Carton Company, fold- 
|ing paper box manufacturer, has 


Associates Company, Chicago. 
Business papers and direct mail 
will be used. 


placed its advertising with Evans| 


California, Oregon, Washington 
and Utah, will expand advertising 
from the western, Rocky Moun- 
tain and southwestern states to a 
national basis with four-color page 
advertisements scheduled for Life, 
beginning with the January issue. 
Hunt, which produces more than 
80 foods and expects a sales vol- 
ume this year in excess of $50,- 
000,000, will continue its western 
campaign of regular outdoor poster 
showings, specialized magazine 
and newspaper campaigns, and 
five-day-weekly audience partici- 
pation radio show, “What’s Doin’, 
Ladies?” 

In addition, a concentrated 
newspaper and outdoor campaign 
will be scheduled this fall in the 
metropolitan New York area. 
Four-color page copy will be 
scheduled for November and De- 
cember issues of the magazine 
sections of the News and Times, 
augmented by a series of black- 
and-white advertisements in the 
News, Mirror and foreign language 
newspapers. Outdoor posters will 
be scheduled, starting in Novem- 
ber. Young & Rubicam is the 
agency. 


SAN FRancisco—Besides_ using 
17 ABC Pacific Coast stations to 
sponsor broadcasts of 22 football 
games this fall (AA, Sept. 9), 
Tide Water Associated Oil Com- 
pany will also sponsor football 
broadcasts over three other net- 
works—Don Lee-Mutual, Arizona 
Broadcasting System and_ the 
Inter-Mountain Network. 

Harold R. Deal, manager of ad- 
vertising and sales promotion, said 
Tide Water will broadcast a total 
of about 100 games over 85 sta- 
tions. The broadcasts, including 
the first Tide Water has sponsored 
in Utah and Nevada, will be heard 
in all western states and in Hawaii. 

Tide Water’s schedule compares 
with that of Atlantic Refining 
Company in the East, where At- 
lantic is using 89 stations or sec- 
tional groups of outlets for football 
game broadcasts, 


Joins Knox-Reeves 


Jean Simpson, who has headed 
her own sales promotion organiza- 


Welch Joins DuBois 


John M. Welch, recently re- 
leased from the Army and prior 
to that director of sales promotion 
of the commercial cooking equip- 
ment division of Edison General 
Electric (Hotpoint) Appliance 
Company, Chicago, has joined Du- 
'Bois Company, Cincinnati, in the 
‘same capacity. 


|tion in Chicago for the past year 
land a half, has joined Knox 
|Reeves Advertising in Minneapolis, 
|to work on the General Mills ac- 
| count. 


Fien & Schwerin Formed 


I. L. Fien and Louis Schwerin 
have formed an advertising agency 
at 1414 S. Penn Sq., Philadelphia 
2, to be known as Fien & Schwerin. 
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Advertising Age, September 30, 1946 


Want USSR Sales? 
Inreklama Has 32 
Journals Ready 


(Continued from Page 1) 
analysis is available. Inreklama 
representatives say they do not 
know precisely who reads each 
publication, only that the publica- 
tion is sponsored by the state 
commissariat for each industry, 
and that all responsible executives 
in the industry read the official 
publications. Stali (Steel), for in- 
stance, has a 5,000 circulation, is 


published by the Commissariat for | 
Ferrous Metallurgy in the USSR, | 
and has its circulation among | 
“plant and mill directors, engi- | 
neers and technicians.” Much of 
the magazines’ circulation goes | 
into the technical libraries of the | 
plants, 

The advertising rates for in- 
sertions in all of the journals are) 
uniform, regardless of circulation 
of the individual journal. One- 
time, black-and-white page rate 
is $175, scaling down to $125 for 
12-time use. No color or bleed 
ads are offered, and copy must 
be sent to Inreklama four months 
in advance of expected publication 
date. However, this dateline is 
likely to be optimistic, since Inre- 
klama men say advertisements in 
the June issues probably were 
placed with Inreklama in New 
York eight or nine months ago. 


Use Same Page Size 


All the publications use a 7x10 
type page, and advertisers who 
first begin to use Inreklama’s 
services are warned that translat- 
ing English into Russian takes 
more type, an increase of about 
15-20% in space. Inreklama Cus- 
tomarily asks advertisers for cuts, 
logos, copy and layout, does its 
own translating, sends back proof 
for correction, makes a mat of 
the layout, and sends mat and 
cuts overseas for printing. Inre- 
klama does not grant an agency | 
commission, 

The technical publications so- | 
licited and received American ad- | 
vertising in the early 1930’s, but 
the business dwindled during the 
depression, was impossible during | 
the war, and is only now being) 
revived. 

Since 1923, Amtorg Publishing 
division of Amtorg Trading Cor- 
poration has published American 
Engineering and Industry, which 
has had continuous advertising 
from numerous American com- 
panies. During the war years, the 
Russians thought this publication 
important enough to merit ship- 
ping space, and its 5,000 copies 
went out regularly every month. 
It never missed an issue, and none 
of the ships carrying the publica- 
tion was sunk, largely because 
they used the North Pacific route 
to Vladivostok. 


Sign for Cover Pages 


Among its advertisers are Heald 
Machine Company and Fellows 
Gear Shaper Company, which 
have occupied the first inside 
cover and the first facing page, 
respectively, for 16 years. Climax 
Molybdenum Company has the 


qver any a for COPY 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 


“5 
33 W. 42nd St. New York 18, N. Y. 


front cover, and Cincinnati Mill- 
ing Machine Company has bought 
the back cover since 1923. 

Originally Amtorg solicited 
space for this publication, as for 
the technical journals, but Inre- 
klama has taken over the job 
since about 1936. The reason is 
sound: Amtorg is the Russian 
buying agency, and it found that 
advertisers were prone to look 
upon the solicitation of advertis- 
ing space as trading for future 
orders. Inreklama emphasizes that 
advertisers who go into its pub- 
lications must understand that the 
purchase of space does not guar- 
antee an Amtorg order. 

Since no direct purchase by 
readers is possible, the Inreklama 
sales story goes something like 
this: 


An engineer in a Russian | 


plant needs equipment; he goes 
to his plant’s technical library, 
examines publications to see what 
American, British, Swedish and 
other manufacturers have to offer; 
he places his request before his 
plant’s board of directors; ap- 
proved, his request goes to the 
individual republic’s treasury; 
from there to the central treasury 
in Moscow; from there to the com- 
missariat handling purchases of 
this type of equipment; from the 
commissariat to Amtorg, which 
makes the final purchase. The 
commissariat keeps careful records 
of performance of various pur- 
chased machines, and its central- 
ized buying policy makes it pos- 
sible to weed out any manufac- 
turers supplying inferior materials. 

Russia’s technical picture is 


confused because of the inability 
of foreign companies to deal di- 
rectly with consumers, and with 
the factor of distance, which places 
a premium on the ability of ma- 
chines to stand up without too 
much repair. 


Publish Triennial Catalog 


In addition to these publications, 
Inreklama and Amtorg get out 
a triennial catalog, divided into 
three editions (machine tool, 
heavy industry, construction). Ad- 
vertising is sold in this publica- 
tion, but at a higher rate, $230 a 


page. Each of the sections has a 
5,000 circulation. The machine 
tool section, for example, has 


1,491 pages of technical descrip- 
tion, consisting of photographs, 
blueprints and operating data on 


57 


machines, both of advertisers and 
non-advertisers, plus 511 pages of 
advertising and a 134-page index, 
which bows to advertisers enough 
to list them in bold face while 
non-advertisers get along with a 
lighter type. 

As might be indicated by the 
preponderance of editorial mate- 
rial compared to advertising, the 
catalog does not actually pay its 
way. Its production costs run 


OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT*SIGN CO. 
Division of 


ivision 
Artkraft* nM £ . 9 Cc P -_) 
900 Kibby St., Lima, Chio, U.S.A. 


“Trademarks Reg U.S. Pot Of. 


Qwest 


How prosperous are the families who read 
your advertising in The Progressive Farmer? 


JUISWEL by Crossley 


Here is what Crossley, Inc., found out about the 
income of Progressive Farmer families as compared 
to the income of other Southern farm families, in a 
recently-completed, personal-interview survey of a 
representative sample of the entire farm population 


of the 14 Southern states: 


FARM INCOME 


$5,000 or MORE 
$4,999 to $2,900 
$2,899 to $1,700 
$1,699 to $1,300 
$1,299 to $900 
$899 or less 

Did not answer 


The survey was conducted by Crossley, for The 
Progressive Farmer, to obtain accurate information 
on such important factors as FARM INCOME... 
FARM TENURE . . . SIZE OF FARM AND HOME .. . SIZE 
OF FAMILY . . . AGE, SEX AND EDUCATION . . . MAGA- 
ZINE READERSHIP . . . FARM MAGAZINE READERSHIP 


AND PREFERENCE. 


This survey proves that among all publications 
read by the most prosperous Southern farm fam- 
ilies, The Progressive Farmer is FIRST in regular 
readership and FIRST in preference. 


The South Subscribes to The Progressive Farmer 


Advertising Offices: 
RALEIGH - 
NEW YORK - 


THE PROGRESSIVE 
FARMER FAMILIES 


MEMPHIS -« 
CHICAGO - 
Townsend Co., SAN FRANCISCO, LOS ANGELES 


19.7% 13.8% 
18.7% 14.1% 
23.6% 19.9% 
12.3% 12.1% 
11.8% 13.4% 
12.2% 24.3% 

1.7% 2.4% 


BIRMINGHAM 
DALLAS 
Edward S. 


OTHER SOUTHERN 
FARM FAMILIES 


IF YOU have questions regarding the Rural South, 
perhaps this booklet contains the answers. Published 
in 24 pages are the results of a Crossley Survey to 
obtain accurate information on “The Farm Family 
of The South Today.” Inquire at any Progressive 


Farmer office listed below. 
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about $500,000, 


revenue about $300,000. But Inre- | try carried the copy of 110 ad-| 
klama officials see in these figures | vertisers in the August issue. In- 


an indication of 


the country’s| reklama talks about the possibility 
hunger for technical information. of 


doubling its circulation to 


They say that the catalog and the| 10,000 in 1947. 


journals have terrific readership, | 


In addition to its publishing ac- 


that each copy is read and re-read, | tivities, Inreklama functions as a 


and they believe that 10 readers | 
per copy is a conservative esti- 
mate. 


May Double Circulation 


In its 32 papers, Inreklama can 
show considerable foreign par- 
ticipation. The June Stali carries 
Ingersoll-Rand, Climax Molybde- 
num, Blaw Knox Export Depart- 
ment, and eight British advertis- 
ers. Its American-published 


SELL BY MAIL 


agency hy get = f ae 
° 3 for 
men, catalog ~~ B- eto. 
ARTWH COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y 
MEdallion 3-08613 


copy consultant, translates mailing 
pieces such as catalogs and fliers 
for its advertisers, and says this 
material gets into the hands of 
users and prospective users of the 
advertiser’s machinery in USSR. 
The head of Inreklama’s New 
York sales staff, E. Mervel, has 
spent 31 years in the United 
States, looks like a pudgy Cordell 
Hull, has been to Russia only once 
(1928) since coming here. One of 
the principal problems in selling 
to advertisers, he says, is the lack 
of understanding of the size of 
the USSR, and the mechanics of 
state-controlled industry. Rus- 
sia’s desire for up-to-date tech- 
nical information is constant, he 
says, and when a Russian thinks 
of mass production, he turns first 


to American manufacturers. 


its advertising American Engineering and Indus- | Sindlinger Leaves 


‘Audience Research 


Albert E. Sindlinger, executive 
| vice-president of Audience Re- 
/search, Inc., New York subsidiary 
\of the George Gallup Research 
| organization, has resigned because, 
he said, of “a difference of opin- 
ion with respect to basic policies 
and future operations of the com- 
pany.” He will announce his fu- 
ture plans following a trip to 
California. 

ARI announced that Mr. Sind- 
linger’s duties will be assumed, 
in part, by James L. Wolcott, vice- 
president and general manager, 
and, in part, by vice-president 
Jack C. Sayers, who is in charge 
of client relations. Mr. Sindlinger 
left the “March of Time” as ad- 
vertising and publicity director in 
January, 1943, to join ARI. 


Purchases War Plant 


American Stove Company, 
Cleveland, has purchased a Cleve- 
land war plant for the production 
of Magic Chef heavy duty cook- 
ing equipment. Machinery and 
personnel will begin moving from 
present quarters about Jan. 1. 
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SWITCH-OVER—Stop & Shop Super 
Food Markets, chain serving New Eng- 
land states, uses this kind of newspaper 
copy to dramatize the appeal of sub- 
stitutes during the meat shortage. 


Form Berlan Studio 
Berlan Studio, photographic il- 
lustrators, has been opened at 431 


N. Clark St., Chicago 10. 


March 31, 1946. 


“Agricultural data from USDA re- 
2 ports, 1945 production for 26-county 
i ABC trading area of Oklahoma 
ie City. Circulation figures: Publish- 
‘ ers statement for § months ending . 


f. 
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Hooper Reveals 


Nesevel | “Diary Findings 


in Seven Areas 


Would Work with ‘Any’ 
Group to Develop 
National Ratings 


New YorK—Following tests of 
the diary method to determine 
radio program ratings, conducted 
for station WNAX, Yankton, S. D., 
and for stations in six major mar- 
kets, the names of which have not 
been divulged, C. E. Hooper, Inc., 
stands “ready to work with any 
group” to extend them in an ef- 
fort to develop “national project- 
able ratings,’ ADVERTISING AGE 
was told. 

Meanwhile, further diary stud- 
ies have been proposed for the 
same areas. Hooper announced 
last spring (AA, March 4) the in- 
tention to develop “national” rat- 
ings, employing a sai:nple of 7,500 
families reached both by the tele- 
phone coincidental and_ diary 
methods. 

The Hooper coincidental method 
has been criticized because it 
covers only telephone homes and 
only such homes in 32 four-net- 
work cities. Program popularity 
ratings in non-telephone homes in 
these cities and in homes in other 
urban and in rural areas have 
not been available. 

For two months in ‘“Hooperat- 
ings Hi-Lights,’ issued with the 
twice-a-month program ratings 
reports, Hooper has been describ- 
ing the diary method and its find- 
ings on the use of this method 
commercially in seven station area 
studies in 1946. 


Says Differences Are Minor 


“We don’t think the industry 
should rush into national project- 
able ratings, but we are on our 
marks ready to go if anyone is 
in a hurry,” Hooper says. ‘“Sub- 
scription to the National Cross- 
Section ratings (combining quan- 
titative and qualitative market 
coverage analyses) may be ex- 
pected directly from advertisers, 
advertising agencies and _  net- 
works.” 

The diary is a method by which 
a selected group of listeners 
themselves record at the time, for 
each quarter-hour period, their 
radio ‘‘ons” and station changes. 

Hooper presents charts to show, 
in one test, virtually no difference 
in listening habits between city 
telephone homes and city cross- 
section homes and between city 
cross-section homes and _ area 
cross-section homes. The level of 
listening in the outside area, he 
asserts, may depend more upon 
the station’s power and engineer 
than upon its programs. 


Ratings Are Higher 


The diary tends to develop 
higher listening figures than the 
coincidental method, Hooper says, 
because: 

“1, The base is radio homes, 
which is smaller than total homes, 


and when you divide by a smaller 
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figure, the quotient .. . is bigger. 

“2. The diary tends to meas- 
ure ‘total’ listening during a 15- 
minute period. The coincidental 
measures momentary listening— 
which is smaller, 

“3. The presence of the diary 
attached to a listening set, just 
like the presence of an Audimeter 
(of A. C. Nielsen Company), can- 
not help prompting people to 
listen more than homes not being 
sampled. 

“4. The diary is attached to 
every set in the home and gets 
composite listening to all sets by 
all members of the family.” (Ital- 
ics are Hooper’s.) 


Tied to Coincidental 


Hooper emphasizes that “all re- 
sults are to be expressed on the 
coincidental base. The diary 
can be refined and perfected over 
a period of years without disturb- 
ing the comparability between re- 
ports: ..” 

In single-area and wider studies 
diaries are distributed on the ran- 
dom sample basis. The diary has 
“all the limitations of the fixed 
sample,” but there is “no physical 
limit on good numerical represen- 
tation of all categories of listener 
homes” in an area. 

The diary sample is determined 
by four steps: 

“1, The station itself, or a 
group of stations, represents the 
authority for the service area to 
be claimed. . . One diary home 
shall represent so many radis 
homes. . . 


“2. Public individuals (such as 
librarians, town clerks, school 
principals, churchmen) in each 


community and county covered 
are asked to send in names and 


addresses of families meeting the) 
specifications the controls have dic- | 
tated. This cooperation is secured 
through an intrinsically valuable | 
reward. .. 


Families Are Questioned 


“3. To each name received is 
sent the Radio Quiz. It asks spe- 
cific questions about radio stations 
listened to, difficulties in getting 
specific stations, etc. It also se- 
cures information of an economic 
nature, on size of family, etc. This 
is checked against the name 
source’s appraisal of the family 
and serves as confirming evi- 
dence.” The individual is then 
asked to cooperate, and he will be 
“generously rewarded” for his ef- 
forts in “an important scientific 
radio survey, which will involve 
the whole family keeping records 
of its listening for an _ entire 
week.” Most people are said to 
like the idea so much that they 
serve without reward. 

“4. The diaries are mailed to 
the families finally selected—an 
overage of about one-third being 
planted in the area. The extra 
diaries provide against the fact 
that some will be inadvertently 
destroyed or never completed.” 

Diarists are urged not to “let 
the diary make any difference in 
what you listen to”; to check every 
quarter-hour period when the 
radio is on five minutes or more; 
to write in station call letters at 
time of turn on and at time of 
switch to another station, and to 
check “yes” to listening only if 
someone is actually listening for 
five minutes or more. 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


Broadway Limited 
Special rates have been established for _ 
the handling of mail destined for this | 
train. Picked up from your office and | 
taken directly to the station. 


CANNONBALL 


Messenger & Truck Service 
412, N. Wells St., 

PHONE DEL. 1234 | 
ERATE TSAI TR 


Radio Groups Plan 
‘Radio Week’ Nov. 24-30 


The Radio Manufacturers As- 
sociation and the National As- 
sociation of Broadcasters have ten- 
tatively agreed on Nov. 24-30 for 
the second annual “Radio Week.” 

Following a pattern established 
last year, radio dealers will lend 
their windows and advertising to 
saluting station operators and net- 
works. RMA says it has tentative 
promises from other trade groups 
such as the National Retail Furni- 
ture Association, National Retail 
Dry Goods Association and Na- 
tional Music Merchants Associa- 
tion to participate. Station opera- 
tors will promote special programs 
during the week emphasizing the 
values of “free radio” in days of 
national and 
fusion and turmoil. 


international con- | ‘€! 
will break full pages in The New 


Crosby's Philco 
Debut to Get Two- 
Way Promotion 


NEw York—Debut 
Crosby’s already well heralded, 


of Bing 
transcribed show for Philco on 
ABC Oct. 16 will be plugged by 
the network and sponsor in two 
popular magazines, a dozen busi- 


ness papers and newspapers 
throughout the country. 
Hutchins Advertising, agency 


for Philco, will spot large-space 
copy in newspapers in all cities 
where the Crosby program will 
be aired on the date of the open- 
ing. The network, through Bat- 
ten, Barton, Durstine & Osborn, 


Yorker and The Saturday Eve- 
ning Post and 12 business papers. 

The ABC copy, while giving 
heavy play to Crosby, also will 
stress the network’s Wednesday 
evening listening allure—a three 
show parlay unveiled during the 
past week consisting of Lewis- 
Howe’s “Pot 0’ Gold” at 9:30 p.m., 
Crosby at 10, and Eversharp’s 
Henry Morgan show at 10:30 p.m. 

“Pot o’ Gold,” which debuts this 
week, originally was scheduled 
for Thursdays at 9:30 p.m. Henry 
Morgan, who takes on sponsorship 
the same night Crosby hits the 
air, is heard Tuesdays at 8:30 p.m. 

Paramount Pictures, recently re- 
ported planning to join with ABC 
and Philco in the Crosby promo- 
tion (AA, Sept. 23) will do no 
publication advertising but will 


59 
cooperate in theater and other 
| promotion. 

Sherman & Marquette 


Elects Matthews 


Basil W. Matthews, who joined 
the agency in 1945 as an execu- 
tive on the Colgate-Palmolive- 
Peet account, has been elected a 
vice-president of Sherman & Mar- 
quette, New York. 

Mr. Matthews was _ formerly 
with Benton & Bowles and Pedlar 
& Ryan, and was advertising man- 
ager of the Centaur division of 
Sterling Drug from 1942 to 1944. 


Brown Agency Moves 
Richard Lyon Brown, Chicago 

agency, has moved from 175 E. 

Wacker Dr. to the seventh floor. 


‘of the Orchestra Hall building. 


ee 


No 


National Spokesman for Agriculture 


(This advertisement appeared as a full page in the 
August 31 issue of The Saturday Evening Post.) 


Airplane view of contour plowing, one of today's practical methods of so 


ye 
>. ” 
% “' 


il-erosion control 


magazine can match 
the record of Country Gentleman 
in promoting the progress of 
American Agriculture. 
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You will, if you take our advice (purely unsel- 
fish, we hasten to add!) and sit right down to write 
—or wire — for reservations to the 18th Annual 


BOSTON CONFERENCE ON DISTRIBUTION. 


The main themes of this year’s gathering will be 
“Making ‘Distribution Most Effective” and “The 
Road Ahead for Distribution”, subjects, you'll 


surely agree, of vital importance to every advertis- 


Boston Conference on Distribution 


seen an economic trend DISSECTED? 


ing man...every business leader. But don’t expect 
to hear a lot of lofty, academic discussions. You 
won't, for each speaker will be a practicing special- 
ist, an outstanding authority in his particular field 


of distribution. 


The man to write to for your reservations is Daniel 
Bloomfield, Director, 80 Federal Street, Boston 10, 
Massachusetts. 


October 147 -15TH 1946 - Hotel Statler - Boston, Mass. 
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FOR A TASTE TRIP—This color spread in October issues of Collier's, Esquire, 
and Life will invite readers to take along a bagful of Old Mr. Boston's "choice 
liquors for every occasion" on their “taste trip from Manhattan to Cuba Libre." 
This is the first Old Mr. Boston advertisement prepared by the Reingold Com- 
pany, Inc., Boston advertising agency recently formed by Harold |. Reingold, 
former director of advertising of Schenley Distillers Corp., New York. Old Mr. 
Boston liquors are products of Berke Brothers Distilleries, Inc., Boston. 


DIRECTORS—Duane Jones (center), president of the Duane Jones Co., New 
York, congratulates Ralph Smith, general manager, on his election to a newly- 
formed board of directors, which will supervise all accounts as well as act on 
policy and management matters. Other members, all account executives, include 
(left to right) Joseph Scheideler, C. Frederic Bell, and Robert Hayes. Agency, 
formed four and one-half years ago to specialize in package goods advertising, 
has grown from four accounts billing $1,200,000 to 31 accounts billing more 
than $12,000,000 (1946). 


FOR FOOTBALL SEASON—New window display for Sucrets throat lozenges. 

The display will be released to dealers by Sharp & Dohme, Inc., Philadelphia 

maker of pharmaceuticals. The window posters were designed by Constantin 
Alajalov, who has done numerous covers for national magazines. 


ATTRACTS THRONGS—Detroit is paying more than customary attention to 

this Ford Motor Co. outdoor spectacular, erected by Pontiac Outdoor Adver- 

tising Co., since it incorporates a super-imposed illuminated hand and 10-foot 

Plastic sphere enclosing a three-dimensional diorama. The dioramic treatment 

was designed and manufactured by Edward H. Burdick & Associates and Dio- 
rama Corp., respectively, of New York. 
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BRAINS FOR BEAUTIES—Miss America of 1946 (Marilyn Buferd of Los Ange- 
les) poses in Atlantic City before a huge copy of a $5,000 scholarship, which 
she won. The Misses Utah and Louisiana, at the left (Amelia Ohmart and Mar- 
guerite McClelland) won $1,500 and’ $2,000 scholarships respectively, and the 
Misses Arkansas and Atlanta, at right (Beck McCall and Janey Miller) $3,000 
and $2,500 scholarships. The $25,000 Miss America Pageant Scholarship Founda- 
tion was financed by Joseph Bancroft & Sons, textiles; Catalina Knitting Mills, 
F. W. Fitch Co., hair products, and F. L. Jacobs Co., automotive and electrical 
products. 


Yes, Sirt Mellow os a Sunny Morning! 


SCHENLEY 


COQ D' OR—This is "Sunny", Schen- 
ley Reserve's trade symbol, behind 
which the distiller will place $4 million 
in a record advertising drive for the 
industry. Biow Company is the agency. 


ANNIVERSARY—Celebrating the N. Y. Journal-American's 50th anniversary 
at a Banshees luncheon were (clockwise, from the far right) William G. Hobson, 
sales manager of Hearst Advertising Service; Louis Horning, Kurt Brink, Paul 
Titus, Rod Vandevirt, all of HAS; Charles Offerman, Journal-American; Edward 
Duffy, manager of Pictorial Review; Robert Brown, Editor & Publisher; Jack Han- 
aday, King Features; Henry C. Page, Newsday, Hempstead, L. |., and John De 
i. : Groot, national manager, Journal-American. 


ADVICE — Here William Randolph 

Hearst Jr., right, listens to Roy How- 

ard, head of Scripps-Howard Newspa- 

pers, at the Banshees’ luncheon cele- 

brating the 50th anniversary of the 

New York Journal-American, of which 
Mr. Hearst is publisher. 


5 ‘prscory, pees ae 
FLYING SIGN LAUNCHED—Douglas Leigh's advertising blimp, which will 
carry Metro-Goldwyn-Mayer ads in 40 ft. letters and 10,000 bulbs along the 
Atlantic seaboard from Washington to Hartford, is christened at Lakehurst, 
N. J., by Elizabeth Taylor of the movies. With Miss Taylor are Rear Admiral 
T. G. W. Settle, Mr. Leigh, Mrs. Settle, Si Seadler, M-G-M ad manager, and 
Mrs. Leigh. The leering lion is M-G-M's Leo. 


IMPROVED WRAPPER—National Bis- 

cuit Co., New York, has adopted a col- 

orful new wrapper for Wheatsworth ce- 

real, as one of a series of postwar 

packages. The reverse panel offers di- 
rections for serving. 
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RADIO RINGLEADERS—Gathered at the Savoy Plaza, New York, for a recent dinner meeting of the Radio Executives Club's 
new advisory council are (left to right) William S. Hedges, representing Niles Trammell, president of NBC; Edgar Kobak, 
president of Mutual; Justin Miller, president of the National Association of Broadcasters; Robert D. Swezey, vice-president 
and general manager of Mutual and president of the REC; Keith Kiggins, representing Mark Woods, president of ABC, and oe 
Frank Stanton, president of CBS. The council was convened by Mr. Swezey to suggest betterment of the club's general pro- Sa il 
gram (AA, Aug. 26). One suggestion: that "representative" radio listeners be included in some of the REC programs. 
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Assail Networks 
for Slowness in 
Developing FM 


(Continued from Page 1) 


increase to compensate him for | 
out of pocket expenses. 

“The listener will not be en-| 
couraged to buy receiving sets | 
with FM bands because it will | 
enable him to hear few if any} 
programs not available through | 
his AM receiver. | 

“And the newcomer will be dis- 
couraged from attempting to en-| 
ter the field of broadcasting 
through the medium of FM be- 
cause he will have little hope of 
a network affiliation, and he will 
not be able to compete for adver- | 


tising revenue either 
standard broadcaster who has a 
wide listening audience or with 
the broadcaster who operates 
both AM and FM but offers both 
services for the price of one.” 
Earlier Mr. Woods had testified 


| that ABC was unlikely to proceed 
| with construction of an FM station 


in Detroit unless it could buy 


| WXYZ, because it could not af- 


ford to lose WXYZ as a standard 


| affiliate. 


Sees No FM Threat? 


“From a careful consideration 
of the record, we can only con- 
clude that ABC is willing to in- 
vest $2,800,000 in a station which 
will provide inferior coverage and 
inferior service to that which 
could be provided through an FM 
station because it believes that 
under the course of action it pro- 
poses, FM will offer no threat to 
its investment. 

“And that a similar course of 


broadcasters and networks simi- 
larly situated, or at least enough 
of them to assure that there will 
be a minimum of depreciation of 
investments 
casting facilities as the result of 
the competition of FM operations,” 
the two commissioners _ said. 
Other commissioners conceded 
that the $2,800,000 price for the 
regional 5,000-watt station was 
the highest ever reported to the 
FCC, but they argued that the 
commission lacked power to pre- 
vent the sale. 

As for the risk involved in the 
price, the majority contended 
“this is a question of business 
judgment for the management.” 

“ABC, having inferior AM cov- 
erage to NBC and CBS, stands to 
gain much in terms of equality of 
facilities by a rapid transition to 
FM,” the majority said. 

The WXYZ sale had been part 


in standard broad- 


SCNT 6 ae 
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with the!action will be followed by other! of an ABC refinancing plan ap- 


proved by the commission July 17, 
but the bitter opinions of the dis- 
agreeing commissioners had been 
withheld until last week. 


M-G-M Records Names 
Donahue & Coe Agency 


M-G-M Records, new phono- 
graph record company formed by 
Loew’s, Inc. (AA, Sept. 16), has 
named Donahue & Coe, New York, 
as its agency and will begin an 
advertising campaign probably 
before the year’s end, using news- 
papers, spot radio and business 
papers. Dealer aids and point of 
purchase material also will be 
prepared. A national magazine 
color campaign will be launched 
next year. 

M-G-M Records, which will 
produce recordings by film stars 
and others, has acquired a Bloom- 
field, N. J., plant with a produc- 
tion capacity of 40 million records 
yearly. 


AMERICAN and MUTUAL 


5,000 WATTS 
980 KILOCYCLES 
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THE KATZ AGENCY, 


INC. 


is a Business 


Whether it's face powder or nail polish, women 


in the Nashville area buy 


millions of dollars worth 


of beauty products each year. . . Beauty gets a 


share of the 356 million 


dollars spent annually in 


retail stores alone. . . But 190 thousand radio 


families in this trade area have ample buying 


power for your quality products as well. So, for 


effective coverage of this potential audience— 


who regularly listen to 


the top programs of 


American and Mutual—try WSIX. 
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| A. G. Dorrance, 
Campbell Head, 
Dies at 53 


PHILADELPHIA—Arthur Galbraith 
Dorrance, president of Campbell 
Soup Company since 1930, died 
Sept. 21 at his home in suburban 
Ardsmore. He was 53. 

Mr. Dorrance began work with 
the company during vacations 
from Massachusetts Institute of 
Technology, and after graduating 
in 1914 went to work in its Cam- 
den, N. J., plant. His brother, 
John T. Dorrance, was president 
of Campbell, and in 1917 Arthur 
Dorrance became president of 
Franco-American Food Company, 
Jersey City, a Campbell subsidiary. 
He was named assistant general 
manager of Campbell Soup in 1923, 
general manager in 1928, and was 
elected president following his 
brother’s death in 1930. 

A brother, Dr. George M. Dor- 
rance, is chairman of the board 
of the company. 


WESLEY H. LOOMIS JR. 


Kansas City, Mo.—Wesley H. 
Loomis Jr., 62-year-old head of 
Loomis Advertising Company, died 
here Sept. 19 of pneumonia. He 
had been ill for a week. 

In 1927, Mr. Loomis acquired 
|the National Classified Advertis- 
ing Company, which later became 
the Loomis Advertising Company. 
In 1940, the company obtained 
advertising privileges of the St. 
Louis Public Service Company 
and from there gained national 
prominence in the transportation 
advertising field. 

At one time he was business 
manager for the Kansas City 
Packer, a business paper. His 
first agency connection was as a 
member of the Potts-Turnbull 
Advertising Company, and later 
he became a partner in the Ferry- 
Hanly Advertising Company. From 
then until the time he acquired 
the classified advertising company, 
he headed his own agencies, the 
Loomis - Potts Company, the 
Loomis, Baxter, Davis Company 
and the Loomis, Clapham & 
Whalen Company. 


ALBERT T. STEWART 
ROcHESTER, N. Y.—Albert T. 
Stewart, 50, president of Stewart, 
Hanford & Casler, Rochester 
agency, died Sept. 22 at his home. 
A native of Rochester, Mr. Stew- 
art was in the advertising business 
here for more than 25 years. 
When a young man he went to 
work in the advertising depart- 
ment of the Robeson-Rochester 
Company and later joined the 
firm of H. C. Goodwin as a copy- 
writer. When Mr. Goodwin died, 
Mr. Stewart became head of the 
company. About 1930 the firm 
was merged with Lyddon & Han- 
ford Company, which later be- 
came Stewart, Hanford & Casler. 


CHESTER SNYDER 


Easton, Pa.—Chester Snyder, 
86, president of the Easton Pub- 
lishing Company, publisher of the 
Easton Express and owner of the 
Easton Free Press, died at his 
farm home near here Sept. 18. 


Henry Morgan Lands 
Sponsor—Eversharp 


Henry Morgan, the radio cut-up 
whose irreverent kidding of com- 
mercials caused many to wonder 
whether any national advertiser 
would buy his zany half-hour ABC 
show, got himself a sponsor last 
week. 

Eversharp, through Biow, took 
the tab effective Oct. 16 on a deal 
whereby Morgan will be moved 
from his present Tuesday 8:30-9 
p.m, spot to the Wednesday 10:30 


WSIX gives you all three: Market, Coverage, Economy 


p.m period immediately following 
Bing Crosby’s new Philco pro- 
gram. Meantime Eversharp is 
dropping its Schick show, “Tonight 
on Broadway,” on CBS, when the 
program contract expires Nov. 4. 
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Purdy to ‘Parade’, 
Leaving Collier's 
Victory’ in Limbo 


(Continued from Page 1) 
AA was unable to learn whether 
a successor to Mr. Purdy will be 
chosen immediately. 

Mr. Purdy, who was a writer on 
Radio Guide, associate editor of 
Click, managing editor of Radio 
Digest and associate editor of Look, 
conceived the idea of an interna- 
tional multi-language picture 
magazine for the Office of War 
Information and was editor of the 
resulting Victory throughout the 
war. Last January, Thomas H. 
Beck, president of Crowell-Col- 
lier, which had published Victory 
for OWI, hired Mr. Purdy to ex- 
plore the possibilities for the new 
magazine. 


Succeeds Lasley, Barber 


It was planned on the Victory 
pattern, with associate publishers 
in various countries printing and 
publishing separate editions and 
supplying some editorial material. 
Tentative arrangements with pub- 
lishers of several countries, guar- 
anteeing a circulation of more than 
1,000,000, have been concluded. 
But with Mr. Purdy gone, the fu- 
ture of the publication continues 
in doubt, although De Witt Patter- 
son remains as general manager 
and Herman Hettinger as pub- 
lisher. 

At Parade, Mr. Purdy’s role is 
expected to be to supply the same 
“needle” to the editorial content 
that Mr. Motley has been giving 
advertising and circulation. Al- 
though Parade’s circulation is ex- 
pected to be 3,700,000 on its next 
ABC statement, it averaged only 
five one-half pages of advertising 
an issue during the first six months 
of 1946. 

Mr. Purdy steps into a job va- 
cated by Ross A. Lasley, who or- 
iginated Parade in 1940 and ob- 
tained Marshall Field’s backing. 
Mr. Lasley resigned on July 16 
and sold his stock to the Field in- 
terests. He was succeeded by C. 
Philip Barber as editor, but Mr. 
Barber resigned a month ago, 
leaving the publication editor-less 
until now. 

Under the new setup, Parade will 
probably drop some of Mr. Las- 
ley’s editorial emphasis while con- 
tinuing its policy of reaching a 
“mass” rather than “class” mar- 
ket. 


Walkout Affects 
3 Radio Stations 


PITTSBURGH — Technicians and 
engineers employed by three east- 
ern radio stations last week left 
their posts following wage dis- 
putes with the stations. The walk- 
out silenced KDKA, Pittsburgh, 
for about an hour, and caused 
KYW, Philadelphia, to leave the 
air for about 18 minutes. Execu- 
tives of WBZ and two affiliated 
Stations in Boston handled the 
controls there when the walkout 
occurred, and kept the programs 
on the air. 

The dispute arose over wage in- 
creases sought by the National As- 
sociation of Broadcasting Engi- 


neers and Technicians (Inde- 
pendent) which would raise 
“junior” engineers from $47.50 


weekly to $65, and wages for 
“senior” engineers from $81.70 to 
$127.50. 


Offers Lamp Display 

Westinghouse Lamp division, 
Bloomfield, N. J., is offering to 
retail stores a metal merchandiser 
Containing. spaces for the display 
and storage of a complete line of 
household light bulbs and an over- 
head arch for feature items. 


License Renewals 
of 406 Stations | 
Get Nod from FCC 


WASHINGTON — Although FCC 
has now cited a total-of seven 


stations under its ~“Blue Book” 
rules requiring ‘‘well rounded pro— 
gram service,’ “Blue Book” 
trouble is the exception rather 
than the rule among stations seek- 
ing license renewals. 

Over the Sept. 21 weekend, six 
stations were told that their re- 
newals would be withheld until 
the commission is convinced that 
they are providing a service in 
keeping with promises made at 
the time they sought their original 
licenses. 

At the same time, however, FCC 
revealed that 406 out of 485 re- 
newal applications have been ap- 
proved; and that only 16 of the 
remaining 79 unfinished applica- 
tions have been held up pending 
receipt of further information. 

FCC said 39 of the unfinished 
actions await the outcome of ap- 
plications for multiple ownership, 
increased power or transfer of 
control; six await accounting 
studies, five possible engineering 
violations, six legal studies not 
related to programming, and seven 
applications for transfer or assign- 
ment of license. 

In setting hearings for WBIX, 
KGFJ, KMAC, KONO, WIBG and 
WTOL as possible “Blue Book” 
violators, FCC said that statistical 
and other data concerning pro- 
gram service indicated these sta- 
tions were not rendering well- 
rounded service “in accordance 
with the licensee’s obligation to 
operate in the public interest.” 

The commission emphasized that 
this statistical data is “an index 
only” and that licensees will have 
an opportunity to demonstrate 
that in actual operation the serv- 
ice is in fact well rounded. 

Earlier the commission sched- 
uled hearings on the renewal of 
WBAL, Baltimore, Hearst Radio 
station accused of “Blue Book” 
violations. Commentator Drew 
Pearson filed an application ask- 
ing FCC to turn over WBAL’s 
frequency to him (AA, Sept. 23). 


Cresta Blanca’s 
$2,500,000 Ad 


Drive Started 


New YorKk—Distributors and 
salesmen for Cresta Blanca Wine 
Company, Livermore, Cal., sub- 
sidiary of Schenley Distillers Cor- 
poration, were told at a meeting 
‘here last week that the company’s 
$2,500,000 advertising campaign 
will use magazines, newspapers, 
radio and business papers in the 
largest sales, advertising and pro- 
motional effort in the company’s 
history. 

Full-page, four-color ads are 
scheduled monthly in American 
Magazine, Collier’s, Cue, Gourmet, 
Harper’s Bazaar, House & Gar- 
den, Life, Town & Country and 
Vogue. Weekly newspaper inser- 
tions ranging from 300 to 400 lines 
will run in 119 key cities. Cresta 
Blanca’s “Hollywood Players” pro- 
gram is scheduled for 39 weeks 
on CBS, Tuesdays at 9:30 p.m., 
EST. 

The luncheon meeting here 
launched a two-week sales drive 
paralleling one already held on 
the West Coast. Other drives will 
be launched in principal market 
areas, backed up by an extensive 
point-of-purchase program and 
keyed as Cresta Blanca’s bid for 
a national wine market expected 
to exceed the 1942 record of 112,- 
000,000 gallons. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Fred Rudge Moves 


Fred Rudge, New York printer, 
has moved to 475 Fifth Ave. 


Last Minute News Flashes 


Brewing Corporation Names Burnett Agency 

CLEVELAND—Brewing Corporation of America, brewer of Carling’s 
Red Cap ale and Carling’s Black Label beer, has appointed Leo Bur- 
nett Company, Chicago, to handle its advertising. 


Wool Foam Starts New Drive in 3 Media 

NEw Yorkx—Around the theme, “Never Say Shrink to Me!”, Wool 
Foam Corporation, through Redfield-Johnstone, will promote Wool 
Foam detergent through newspaper insertions of 50-400 lines in 60 
cities throughout the country, eighth and quarter pages in the Ameri- 
can Weekly, Good Housekeeping, Ladies’ Home Journal, McCall’s and 
True Story, and radio spot tests in New England. The company’s ap- 
propriation, about the same as last year, is concentrated this year in 
larger newspaper copy. Last year about 40 magazines were scheduled. 


Baume Bengue Drive Opens in Dailies, Comics 

NEw YorK—Thos. Leeming & Co. launched a newspaper and farm 
paper campaign for Baume Bengue in Sept. 29 comic sections. The 
campaign consists of 106-line black-and-white copy in dailies and 
one-third page, full-color copy in comic sections, using Peter Pain as 
a trade character. William Esty & Co. is the agency. 


Zippo Holiday Drive Double Previous Budget 

BRADFORD, Pa.— Zippo Mfg. Company, maker of Zippo windproof 
lighters, will break a page in Life next month, followed by pages in 
The Saturday Evening Post and Esquire, in opening a holiday sales 
drive which will “more than double any previous campaign.” All 
told, more than a score of leading national magazines, more than 38 
newspapers, and radio will be used. The agency is Lee-Stockman, 
New York. 


Colgate Testing Coleo, False Teeth Cleanser 

JERSEY Criry — Colgate-Palmolive-Peet Company has introduced 
Coleo, new false teeth cleanser, with tests in Ithaca and Binghamton, 
N. Y., and Reading, Pa. The 500-line couponed copy in newspapers 
offers a free sample of the 25-cent size. Colgate has also sampled 
dentists and consumers directly. William Esty & Co., New York, is 
the agency. 


Allegheny Ads Take Poke at Schindler 

CLEVELAND—Allegheny Corporation took 600-line advertisements in 
five New York, one Chicago and two Washington newspapers Thurs- 
day to reprint a letter of its chairman, Robert R. Young, to Alfred 
Schindler, Acting Secretary of Commerce, attaching the latter’s rec- 
ommendation to the Interstate Commerce Commission that freight 
increases be delayed. The railroad executive said the railroads have 
been forced to predict publicly calamity and bankruptcy by 1947. 
The letter will appear as full-page copy in early issues of Business 
Week, Forbes, Newsweek and United States News. Kenyon & Eck- 
hardt is the agency. 


Lehn & Fink Opens Hinds Campaign 

BLOOMFIELD, N. J.—Lehn & Fink Products Corporation will launch 
its fall campaign for Hinds Honey and Almond cream in mid-October 
with insertions in 200 newspapers and November issues of Cosmo- 
politan, Dell Modern Group, Fawcett Women’s Group, Good House- 


keeping, Ladies’ Home Journal, Life, Look, Household, Photoplay, 
Magazine insertions will be four-color 


Seventeen and True Story. 


half pages. McCann-Erickson is the agency. 


‘Mutual Annexes 
‘Sound Off’; Net 
Lists 355 Outlets 


New YorK—The Mutual Broad- 
casting System did a little justi- 
fiable crowing last week. MBS 
has grown healthily in the past 
couple of years, its mentors re- 
ported, and the prospects for the 
immediate future look pretty good, 
thank you. 

Some of the reasons for the 
horn-tooting: 

“Sound Off,” the popular CBS 
summertime Army Recruiting 
show with Mark Warnow’s or- 
chestra, signed for Mutual, start- 
ing Oct. 3. . 
Eight hours of Mutual network 
time sold since Sept. 5, most of 
it to advertisers new to MBS. 

Six more stations added to “the 
world’s largest” network, boosting 
the total to 355. 

In a little over a year, Mutual 
has added 1,250,000 radio homes 
to its coverage, Edgar Kobak, the 
net’s prexy, told a press gather- 
ing. Two years ago Mutual “didn’t 
have a single account that bought 
the whole network. Today 60% 
of the whole volume is going to 
the full network.” Two years ago 
Mutual had none of the big na- 
tional advertisers; today it has 
five—General Motors, General 
Foods, Procter & Gamble, Coca- 
Cola and Whitehall Pharmacal. 


Net Volume Up 40% 


Network business was up 40% 
during the first half of the year 
and probably will show a gain of 
20% for the full year, said Mr. 
Kobak. 

Mutual’s total number of affil- 
iates probably will reach 400 early 
next year, he _ predicted. The 
“eventual” total expected is 425. 
Latest to affiliate: KHOZ, Har- 
rison, -Ark., effective Sept. 26; 
WWCO, Waterbury, Conn.; KGFL, 
Roswell, N. M.; KWEW, Hobbs, 
N. M., and WLAR, Athens, Tenn., 
all effective Oct. 1, and WHKP, 
Hendersonville, N. C., effective 
Oct. 15. All are 250 watters, ex- 


Chicago Printers 
Lift Overtime Ban 


CuiIcagco—The ban against over- 
time work which affected the in- 
dividual output of about 3,700 
AFofL printers here was lifted 
last week by the Chicago Typo- 
graphical Union, Local 16. The 
overtime ban had curtailed the 
output of Chicago printing com- 
panies by one-sixth, according to 
Cyrus L. MacKinnon, general 
manager of the Franklin Associa- 
tion, representing about 600 local 
printshops. 

James A. Cain, assistant union 
organizer, said that the overtime 
ban had been invoked because 
the printers felt that no settle- 
ment was near in negotiations be- 


tween the Franklin Association | 


and the union on demands for a 
pay raise from $1.81% to $3.02 an 
hour. The overtime ban was 
called off, Mr. Cain said, because 
the printers felt that it would be 
better to “go along for a while.” 
The union contract expires Oct. 4. 


WASHINGTON PRINTERS 
ON VERGE OF STRIKE 


WASHINGTON—Printers here are 
awaiting instructions ‘from the 
ITU before calling a strike over 
jurisdictional and wage issues that 
have been under dispute for 45 
days. 

Chief stumbling block is a de- 
mand by ITU for jurisdiction over 
all composing room _ employes, 
some of whom are represented by 
other AFofL unions. In addition, 
the local here seeks an increase 


from $1.53 to $3 an hour for day 
| work and $3.85 for third shift 


work. 
The Graphic Arts Association, 


representing 30 local shops doing 
90% of commercial business here, 
has offered a 13-cent increase. The 
union reportedly seeks $2.25 from 
the government printing office in 
simultaneous negotiations. 

If the strike comes here — and 
many believe it will not come 
until there have been further de- 
velopments in Chicago — national 
publications of the AFofL, CIO, 
United Mine Workers and other 
labor publications will be shut 
down. The National Geographic 
Magazine, American Red Cross 
Magazine, National Education As- 
sociation literature and huge quan- 
tities of law briefs would be hit. 


‘Newsweek’ Ups Price; 
Appoints Hazlitt 


Newsweek, New York, has in- 
|creased its subscription rates for 
one year from $5 to $6.50, for 
two years from $7.50 to $10, and 
for three years from $10 to $13. 

Henry Hazlitt, for the past 12 
| years financial writer on the edi- 
| torial staff of the New York Times, 
| has joined the magazine as busi- 
/ness columnist, to write the “Busi- 
ness Tides” column. 


‘Daily Promotes Smith 


| Vernon H. Smith has been ap- 
| pointed assistant business manager 
‘of the World-Herald, Omaha. He 
will also continue to be advertis- 
|ing sales manager and director of 
|\Stations KOWH and KOAD, 
|owned by the paper. 


Appoints Johnson 

Henry Johnson, formerly pro- 
motion director of the San Fran- 
cisco News, has been appointed 
advertising director of Keeler’s 
Hotel & Restaurant Review, San 
Francisco. 


cept KWEW, which operates on 
100 watts. WLAR is owned by the 
Athens Post-Athenian. 

Mutual will air “Sound Off” 
Thursdays at 8-8:30 p.m., EST. 
N. W. Ayer & Son handles the 
show for Army Recruiting. 

Another new program sale is 
“Smilin? Ed McConnell,” to be 
sponsored by the Cole Milling 
Company, through J. Walter 
Thompson Company, starting Oct. 
5. Time will be Saturdays at 
10-10:15 a.m., EST. 

Burl Ives’ transcribed program 
for Philco Corporation will be 
aired Fridays at 8-8:15 p.m. start- 
ing Oct. 18. 


Distribution Costs 
Must Be Cut: Cosgrove 


Costs of distributing radios and 
household appliances “will have to 
be reduced” as manufacturers get 
into full capacity production, radio 
dealers in Washington, D. C., were 
warned by R. C. Cosgrove, presi- 
dent, Radio Manufacturers As- 
sociation. 

“Only dealers who are able to 
economize and cut their handling 
costs will be able to survive as 
competition returns and the pres- 
ent seller’s market disappears,” he 
said. Mr. Cosgrove said manu- 
facturers want to make FM sets, 
and will do so as rapidly as they 
can, but that station operators who 
tell the public to “wait for FM” 
are doing the industry and the 
dealer no good. 


Fun Appoints Gardner 


Martin Gardner, formerly pub- 
licity writer for the University of 
Chicago and author of several 
books on magic and puzzles, has 
been named directer of research 
and publicity of Fun, Inc., Chi- 
cago, manufacturer and merchan- 
dizer of puzzles and novelty 


premiums. 
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COLOR COMICS IN ROTOGRAVURE 


... the St. Louis Post-Dispatch scores another first 


On Sunday, September 8th, the first rotogravure 
color comic section to be published anywhere was 
printed by the St. Louis Post-Dispatch on the new Hoe 
12-unit rotogravure press. 


This new Hoe press was ordered by the St. Louis 
Post-Dispatch in 1941 and is the first press of this type 
to be built, and has a 24 page, 45,000 copies an hour 
capacity. 

Firsts have become a habit . ... one of the 
Post-Dispatch’s very first “‘firsts’” among St. Louis 
newspapers was its issuing of a comic section in 
colors September 16, 1894. Its first printing of roto- 
gravure pictures was on January 24, 1915, and color 


pictures were first printed by rotogravure September 
6, 1925. Now the St. Louis Post-Dispatch is first to use 
the facilities of rotogravure to give greater color 
fidelity in comic advertising. 


This new brilliant and luminous comic section 
has been reproduced from the mats usually furnished 
by advertising agencies and syndicates for comic ad- 
vertising and features. No special copy material was 
required. 


The use of rotogravure printing for comic sec- 
tions is the first step toward better color in newspaper 
comic advertising, and your answer for clearer, 
brighter advertising in the St. Louis Post-Dispatch. 


ST.LOUIS POST-DISPATCH 


FIRST IN ADVERTISING 
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